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Rough Proofs 


A writer in the American Mer- 
cury says about all women get 
when they buy cosmetics is hope. 
Well, what do you expect for two 
bits’ 

, = © 


The fortunate woman who ex- 
pects to find the end of her beauty 
quest at the cosmetics counter of 
the dime store is not the kind born 
to despair. 


. . = 


With cosmetics getting plenty of 
raps from debunkers of advertising, 
the downtrodden growers have re- 
newed their courage and started 
once more to offer a few beauty 
boosts for prunes. 


7, ¥ 


An insurance company and a 
magazine have been jointly sued 
because of some slight aspersions 
cast in the direction of term insur- 
ance experting. Calling names 
these days is getting to be a prac- 
tically prohibitive luxury. 


i 


“Seek Closer Tie-up Between 
Agencies and Newspapers.” 

And, you might add, between 
agencies and magazines, farm pap- 
ers, radio, posters and direct mail. 


i 


Putting it briefly, it’s hard to find 
any medium which isn’t willing to 


' snuggie up a little closer to the good 


old 15 per centers. 


- = e 


Greyhound will spend $300,000 to 
promote bus business to the world’s 
fairs. Now don’t suggest that after 
that long a ride on a bus either fair 
is bound to look wonderful unless 
you want to get a chiding letter 
from the agency. 


~~ = 2 


Opponents of combination deals 
in the drug trade want to know 
why advertising experts don’t ar- 
range for a pair of slippers to be 
given away with each pair of shoes. 
Don't everybody speak at once. 


we + 


Coty will use more color in its 
magazine advertising this year. 
When you see Sub-Deb lipstick it 
will be exactly extra color time in 
make-up land. 


vy??? 


When Uncle Sam found tire com- 
offering identical bids on 
three separate lettings, he had a 
hard time deciding whether to sue 

a million dollars or refer the 
Whole thing to the Funny Coinci- 
dence Department. 


panies 
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Sewell Avery tells his U. S. 
Gypsum stockholders that monopoly 
1 the United States is a joke. Right 
to the time they start bringing 
ndictments for price agreements? 


~_-— = 


\ real ant-hill illustrates a bank 
dow display featuring Proverbs 
“Go to the ant. . . consider her 
ys." Too bad the adman didn’t 
e the courage to give them the 
dulterated Old Testament. 


Hf 


vv v v 
\fter thorough research it has 
Seen authoritatively determined 


that leads are valuable to salesmen. 
that’s putting it mildly—they’re al- 
lost as indispensable as doorbells. 


Copy Cus. 


U. §. Starts First 
Criminal Case on 
Wheeler-Lea Act 


To Prosecute Chicago 
Defendant for Six Ad- 


vertisements 


Chicago, March 1.—Crystallizing 
all previous action against allegedly 
false and misleading advertising, 
the federal government this week 
set in motion what will be the first 
criminal prosecution charging vio- 
lation of the Wheeler-Lea amend- 
ment to the Federal Trade Commis- 
sion act. 

Criminal information was filed by 
William Campbell, United States 
District Attorney, against John Pe- 
trie, trading as Purity Products 
Company and as BX Laboratories at 
6001 Harper avenue. It is expected 
that Federal Judge Woodward will 
hear the case within 30 days. 


Heavy Penalties Possible 


The defendant is charged with 
disseminating false advertisements 
for Menstrua and BX Monthly Re- 
lief Compound, products set forth as 
designed for use in the cure, pre- 
vention and mitigation of menstrual 
disorders. It is claimed by the gov- 
ernment that these products are not 
as advertised, that they are possibly 
injurious to health and that, instead 
of preventing menstrual disorders, 
they may cause abortions. 

Charges list six violations in as 
many advertisements. Under terms 

(Continued on Page 2) 


Manton Case May 
Renew Feud of 


Electric Shavers 


New York, March 2.—The whole 
problem of patents in the electric 
shaver field is expected to be thrown 
wide open following the return of 
an indictment today by a special 
federal grand jury against Martin 
T. Manton, former senior judge of 
the United States Circuit Court of 
Appeals, charging criminal conspi- 
racy. Named co-defendant is George 
M. Spector, alleged to have been a 
go-between who paid Manton $56,- 
000 to secure a favorable decision in 
the patent litigation between Schick 
Dry Shaver, Inc., and the Progress 
Corporation, manufacturer of the 
Packard Lektro-Shaver. 

Spector is a relative of Davis S. 
Spector, sales director of the Prog- 
ress Corporation. 

The indictment alleged that 
Schick obtained a judgment in the 
district court in 1936 upholding its 
claims, and that when an appeal 
was filed, Manton conspired to sit 
as one of the judges in the case and 

(Continued on Page 2) 
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Sweetheart soap, favorite of yesteryear, 
appears again in national advertising by 
Manhattan Soap Company. 


Newspaper Copy Is 
Resumed for 


Sweetheart Soap 


New York, March 2.—Sweetheart 
soap, the well remembered favorite 
of the Manhattan Soap Company, 
will again gain the backing of a 
substantial newspaper drive, the 
first such advertising in several 
years, it was indicated this week 

In addition to the newspaper 
campaign, which will be on a coast 
to coast basis for the first time in 
ten years, extensive radio promotion 
is being carried on with both spot 
and network broadcasts over 100 
stations. Among the various pro- 
grams are Jack Berch’s Sweetheart 
show over a split National Broad- 
casting Company network and Mel- 
ody Sweethearts on the Yankee net- 
work. 

Newspaper copy, stressing the 
high rating given the brand by 
“leading research authorities,” will 
appear in 150 newspapers, ranging 
up to 300 lines in size. In addition, 
a special premium offer of a per- 
fume locket for 25 cents and three 
soap wrappers is being announced 
with full color pages in several 
Sunday magazine sections. 

Manhattan used a newspaper 
campaign for Sweetheart in 1936, 
but this drive did not attain national 
scope. Peck Advertising Agency 
handles the account. 


April. 
1,500 newspapers. 


papers. 
Fastest—Fair to Fair.” 


Stamford, Conn., 


raise funds. 


Broadcasters Act 
to Study Curb 


on Commercials 


Washington, D. C., March 2.— 
Despite the fact that the radio cen- 
sorship controversy which jumped 
into the limelight this week is not 
of itself considered of first impor- 
tance by the broadcasting industry, 
radio circles nevertheless looked 
upon the flareup as a possible shad- 
ow of a coming event and today 
acted promptly with a view to elim- 
inating some of the causes of listen- 
ers’ complaints. 

The National Association of 
Broadcasters today set up a Bureau 
of Radio Advertising whose chief 
objectives are to gather sales am- 
munition stressing radio’s value as 
a medium for use by individual sta- 
tions and to establish a closer rela- 
tionship with advertisers and agen- 
cies. In addition, a Radio Stand- 
ards Committee will probably be 
appointed by Neville Miller, NAB 
president, within the next few days 
to give consideration to the prob- 
lem of commercials on the air. 


May Restrict Commercials 


It has been unofficially reported 
by sources close to the FCC that 
the “too much advertising” com- 
plaint by listeners is the one given 
greatest weight by the Commission. 
Thus, the broadcasters’ new com- 
mittee will endeavor to formulate a 
policy on this point. It is under- 
stood that unless broadcasters act 
to restrict the percentage of 
commercial time on _ sponsored 
programs, a recommendation may 
be offered by the FCC that 
commercials be cut down con- 
siderably. The average commercial 
time on a full hour program is now 
said to be in the neighborhood of 
six minutes, and the FCC believes 
this may well be cut down to 4% 
minutes. 

Meanwhile the radio institutional 
campaign to be sponsored jointly by 
the NAB and the Radio Manufac- 
turers Association has progressed to 
the point where programs are ready 
to be submitted to the networks. 


— on Page 30) 


Last Minute N ews Flashes 


A&P Resumes Magazine Advertising 

New York, March 3.—Great Atlantic & Pacific Tea Company will 
make its first appearance in magazine advertising in eight years when a 
campaign featuring Ann Page foods breaks in Good Housekeeping for 
Full pages will be used. The chain’s price copy will continue in 
Paris & Peart is the agency. 


United Air Lines Expands Promotion 


Chicago, March 3.—Increases in newspaper and magazine advertis- 
ing for the remainder of the year will mark United Air Lines’ bid for 
the lush tourist trade, according to R. E. Johnson, director of advertising. 
With the bulk of the appropriation going to newspapers, the schedule 
calls for insertions in 48 dailies in 21 cities. 
will be used in magazines and a special schedule will run in business 
A new slogan will be featured: 


Pages and fractional pages 


“The Main Line—Shortest, 


N. W. Ayer & Son is the agency. 


Schick Dry Shaver to Lennen & Mitchell 
March 3.—Schick Dry Shaver, 
nounced the appointment of Lennen & Mitchell, 
its advertising account, effective immediately. 


$250,000 Set as Minimum for Chicago Campaign 

Chicago, March 3.—The Chicago Association of Commerce today 
reported that $250,000 has been set as the minimum appropriation for 
its annual civic advertising campaign. A special committee, headed by 
Oscar G. Mayer, association president, will begin work immediately to 
This effort, it is expected, will take six or seven weeks, 
at which time the selection of an agency will be announced. 


Inc., today an- 
New York, to handle 


Radio Censorship Issue 
Flares Anew in Controversy 


Impending Ban on 
Cigarette Programs 


Draws FCC Denial 


New York, March 2.—Advertisers 
were alternately shocked and re- 
lieved this week as a report gained 
circulation to the effect that the 
Federal Communications Commis- 
sion had laid down a new policy in- 
volving stringent censorship over 
commercial broadcasting, only to be 
specifically and vehemently denied 
by FCC Chairman MeNinch. 

The early story, emanating from 
Washington and given strong promi- 
nence by several newspapers, as- 
serted that the Commission intended 
to widen the scope of its censorship 
activities and listed a number of 
purported radio conditions listed by 
the FCC as “contrary to public in- 
terest.” Among these were cigarette 
advertising on the air and “too 
much advertising’ on sponsored 
programs. 


Type of Complaints Received 


This interpretation of the Com- 
mission’s attitude toward radio ad- 
vertising grew out of a report sub- 
mitted to the FCC by a special com- 
mittee covering suggested changes 
in the procedure for handling in- 
formal complaints on broadcast 
matters. During the course of the 
report the committee listed 14 types 
of programs which complainants 
felt were “contrary to public inter- 
est.” These included: 

Fortune telling; astrology; solici- 
tation of funds; false, fraudulent 
and misleading advertising; defam- 
atory statements; refusal to give 
equal opportunity for discussion on 
controversial subjects; suggestive 
programs bordering on obscenity or 
indecency; programs offending the 
religious sensibilities of listeners; 
programs in which the station takes 
sides on political, religious or racial 
questions; children’s programs; li- 
quor and cigarette advertising; pro- 
grams in which a concert or music 
is interrupted for the interpolation 
of advertising announcements; pro- 
grams containing too much adver- 
tising; too many recorded programs. 

Neither the FCC nor the commit- 
tee which submitted the report 

(Continued on Page 30) 


“Proletariat” Can 
Testify, Too, 
If It's Good Beer 


New York, March 2.—Dukes may 
sell toothpaste and debutantes cig- 
arettes, but as far as the John Eich- 
ler Brewing Company is concerned, 
it is going to let the “proletariat” 
speak for the merits of Eichler’s 
beer, via the testimonial technique. 

This was disclosed today in plans 
for a campaign using New York 
dailies and the Westchester group. 
Weekly insertions are scheduled for 
one year. 

Copy will veer slightly from the 
accepted testimonial technique in 
presenting the featured individual’s 
photograph (in working clothes) 
and a short biographical sketch. 
There will be no direct quote. 

It is expected that copy will tie 
in with the type of work done by 
the featured individual. One inser- 
tion for example, features a sub- 
way conductor. Copy in this inser- 
tion begins with “It’s never rush 
hour at Eichler’s brewery.” Geare- 
Marston is the agency in charge. 
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New Lines fo 
Boost Profits 


Independents Adopt 


Kroger Plan; Latter 
Adds Vitamins 


Chicago, March 2.—Resentment 
of grocers, both chain and inde- 
pendent, over druggists’ invasion of 
the food field, plus their need of 
better profit margins, threatens to 
destroy lines of demarcation be- 
tween the two industries, and throw 
distribution into a chaotic condition. 

Entrance of Kroger Grocery & 
3aking Company into the vitamin 
capsule field, announced this week, 
is a symptom of sentiment among 
food chains. In Baltimore, 300 in- 
dependent grocers have decided to 
sell film and photo finishing, in ad- 
dition to their standard lines. This 
is an extra curricular activity in 
which Kroger has pioneered, having 
sold those products since 1934. 

Safeway Stores, operating on the 


Pacific Coast, is said to be ready to 
launch some revolutionary activities 
in the way of added lines, one re- 
port indicating that tooth brushes 
and dentifrices will be among the 
stock additions. In the Middle West, 
National Tea Company has experi- 
mented with new lines from time 
to time, the list including safety 
razors and blades. The company, 
however, is not handling either at 
present, and has no immediate ex- 
pansion plans in view. 


Troubles of Grocers 


Grocers point to soap as a line 
in which druggists, chain and inde- 
pendent, have been prone to dabble. 
Soap is usually used as a loss leader 
by drug stores, according to grocers, 
and druggists’ jaunts into this field 
usually leave a demoralized price 
structure in their wake. Beverages 
are another line which’ grocers 
formerly regarded as theirs exclu- 
sively, but which is now stocked 
generally by druggists and sold with 
great success. Druggists have flirted 
with coffee from time to time, and 
are also charged with having con- 
tributed to the woes of grocers by 
buying special lots of foods for ex- 
ploitation for short periods. 

Kroger Grocery & Baking Com- 
pany has won the right to use the 
seal of approval of Good House- 
keeping Institute on its new vitamin 


capsules, including A, B, D and G. 
The grocery chain is advertising a 
box of 30 capsules for 50 cents, 
which is considerably below the 
price quoted for comparable prod- 
ucts in drug stores. 

That Kroger also has ambitious 
ideas about the deveiopment of its 
private brands is indicated by the 
guarantee it is using in current 
newspaper copy: 

“Buy any Kroger item, like it as 
well or better, or return unused 
portion in original container and 
we will replace it free with any 
other brand we sell of the same 
item, regardless of price.” 

It is understood that the Balti- 
more grocers were turned down by 
leading American manufacturers of 
photographic film and have made 
a deal with Gevaert Company of 
America, New York, said to repre- 
sent foreign producers. Daniel 
Reeves, Inc., operator of 550 grocer- 
ies in the East, has also begun the 
sale of film, it is reported. 


Stage Display Contest 

Billed as “the biggest prize offer 
ever made to retailers and their em- 
ployes,”’ the American Can Com- 
pany will stage a $200,000 “Treas- 
ure Chest” display contest to pro- 
mote sale of beer packaged in Keg- 
lined cans. Fuller & Smith & Ross, 
New York, is the agency. 


Danaher 


Number of Loca 


Number 
Periods One-qua 


Number of Loca 


of National 


Any 


Rochester 


of National Accounts on the Air 


| Accounts on the Air - - 


Accounts Using 
rter Hour or Longer - - - 


| Accounts Using Periods 


One-quarter Hour or Longer 


Number of Local Accounts That Renew 
Year After Year - - - - - - « - 


Highest Percentage of Listening Audience 


Most Economica 
Market - - 


| Coverage of Rochester 


Most Extensive Merchandising Service - - 
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ALL THE 
WAY.--- 


BASIC CBS 


Way 


You Check The 


Market 


Station | Station 
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Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


DRUG COMPETITION 


GO HIGH PRICES ON 


VITAMIN CAPSULES 


GET YOUR GROCERIES AND YOUR VITAMINS 
TOGETHE BOTH AT THE 
© ber for cock member of your family. Tobe 


SAME STORE! 
Heath Pap The grend booting helt 1 goed te be 
capeete deity, at « cost of only | ond Y conte! 


rod Vow eed vtarmen— plenty of vitemints— te 
foe 30 Oars SOPPLT 


heap yoursel in shape. Meow you con get thom, 
wt emearingty bow cos! without changing from the 
foods you like. Ge te your Kroger store tedey. 
Get Kreger's beolegiatty stenderdized Good 
Hevsemweping eppreved Vitemin Copsvies Got 


This copy is being used by Kroger stores 


in newspapers in a number 


markets. 


of key 


Flexible Agency 
Setup Adopted by 
Universal Credit 


Detroit, March 2.—The height of 
flexibility in employment of agency 
facilities has been attained by Uni- 
versal Credit Corporation, automo- 
bile finance organization, H. C. But- 
kiewicz, vice-president in charge of 
sales and advertising, indicated this 
week. 

Neither N. W. Ayer & Son, Inc. 
nor McCann - Erickson, Inc., the 
agencies sharing the account, will 
have any fixed assignment. Fur- 
thermore, Universal Credit Corpora- 
tion reserves the right to combine 
copy from one with illustrations 
from the other to create the adver- 
tisement to be used, Mr. Butkiewicz 
said. 


Agencies Share Jobs 


McCann - Erickson placed the 
newspaper copy in December and 
Ayer handled this work in Febru- 
ary. McCann-Erickson has placed 
the poster campaign for the past 
two months, but has no assurance 
that it will continue in charge of 
this phase of the Universal adver- 
tising. 

Posters have been used in 27 cities 
with population of more _ than 
300,000. Large newspaper space is 
being used in the 150 cities in which 
Universal has branch offices, and 
small copy, usually of 14 lines, runs 
frequently in other daily and weekly 
newspapers. February releases were 
limited to Sunday papers, however. 

The magazine schedule 
Collier’s, Country Gentleman, Lib- 


erty, The Saturday Evening Post 


iand Time. Seventeen insertions will 


] 
| 
| be used during the next four months. 
| 


Leroux Names Korn 

Leroux & Co., Philadelphia, has 
appointed J. M. Korn & Co., Phila- 
| delphia, as advertising and mer- 
|chandising counsel. A _ national 
campaign in magazines, newspapers 
| and business papers will be re- 
| leased shortly. 
| 


Two Establish Agency 


| J. Walter Cobb, Jr., and A. S. 
Gourfain, Jr., both formerly with 
Albert Kircher Company, have 
formed Gourfain-Cobb 


Advertising 
| Agency in the Wrigley Bldg., Chi- 
cago. The telephone number is Su- 
_— 3393 
| 


Foley Designs Labels 

A series of labels containing in- 
| formation about the brewing indus- 
| try’s part in the welfare of indus- 
| trial America, has been designed by 
|The Richard A. Foley Advertising 
| Agency, Philadelphia 


includes | 


U. 5. Starts First 


Criminal Case on 
Wheeler- Lea Act 


(Coninued from Page 1) 
of the Wheeler-Lea amendment, the 
defendant is liable, if found guilty, 
for a maximum penalty of $5,000 
or six months imprisonment or both 
on each violation. 

Advertisements for the two prod- 
ucts appeared in the following mag- 
azines, according to _ photostatic 
copies attached to the charges filed: 
American Detective (two insertions 
in the November issue); Comfort 
(January); Home Circle (Septem- 
ber); and Home Friend (September 
and January issues). 

Under the terms of the amend- 
ment, neither publishers nor agen- 
cies are liable, provided they fur- 
nish the government with informa- 
tion regarding the advertiser. 


Earlier Citations Listed 


Records of the Federal Trade 
Commission show that Mr. Petrie 
has been in difficulty before with 
advertisements for Minex and Hy- 
geen, sold respectively as a men- 
strual aid and a feminine hygiene 
product. An initial complaint was 
issued by the FTC on May 8, 1937. 
Action against advertising of these 
products culminated Aug. 2, 1938, 
when the FTC issued a cease and 
desist order. 

The government’s present case 
against Mr. Petrie is not for viola- 
tion of this cease and desist order, 
however, but is concerned with ad- 
vertising of the two products ap- 
parently placed on the market after 
the others were ruled off. 


Action Against Lorris 


District Attorney Campbell also 
launched action this week against 
Lorris Laboratories for an alleged 
violation of the Federal Food and 
Cosmetic act. Several criminal 
prosecutions have already been 
waged by the government for viola- 
tion of this law. 

Charges against Lorris concern 
interstate shipments of its Lorris 
Permanent Lash and Brow Colure, 
a product alleged to contain para- 
phenylenediamine, a dangerous drug. 
Federal Judge Holly will hear this 
case within 30 days. 


Manton Case May 
Renew Feud of 
Electric Shavers 


(Continued from Page 1) 
“corruptly render his vote, decision 
and judgment... influenced solely 
by the promise and expectation olf 
receiving sums of money.” 

Between January and May, 1937, 
the indictment charges, Manton was 
paid $27,500. The decision hold- 
ing that the Packard Lektro-Shaver 
did not infringe patent rights of 
Schick was given late in April, 1937. 


SAYS THE BIRD WHO KNOWS= 


NEBRASKA IS FIRST 
IN SUGAR BEET PRO- 
DUCTION PER ACRE! 
A MERE $4,267,000,00 
TO SWEETEN YOUR SALES! 


JSprink/e 
tt onyour 
Sales Chart 
through 


World-Herald 


Netn'l Advertising Reps: O'MARA & ORMSBEE, inc 
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ADVERTISING AGE 


NEW YORK OFFICE: 500 Fifth Avenue 


in The Christian Science Monitor 


Four hundred eighty-nine is an astonishing number, 
under the circumstances, because the Monitor —a 
daily newspaper — is published in Boston, more than 
3000 miles from Los Angeles. 


Yet these 489 place their copy in The Christian 
Science Monitor for reasons that satisfy the most 
exacting advertisers. Here is what five of the 489 say: 


“The unparalleled productiveness of the Moni- 
tor enables me to not only wholeheartedly endorse 
it, but to unqualifiedly recommend it.” ...“"We have 
never had such marvelous results from the amount 
of money expended as we have had through The 
Christian Science Monitor.” ...’“The class of patrons 


that have come to us thru our advertisement in the 
Monitor has been of the very highest and of the 
best rating from a credit standpoint.”...“Having 
made a thorough test, it has been decided to reduce 
our local expenditures in order to increase the use 
of the Monitor for the coming year.” .. . “The Monitor 
presents the greatest dollar for dollar bargain in 
advertising in the country, because of the high 
quality of the clientele and also because of the 
care given by the newspaper as to the quality of 
the advertiser.” 


Our nearest branch will gladly give to the adver 
tiser of any meritorious product or service complete 
information, upon request. 


(Names of all advertisers quoted will be given to interested executives) 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Lowis, Kansas City, Son Francisco, Los Angeles, Seattle, 


Lendon, Paris, Geneva 
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ADVERTISING AGE 


March 6, 1939 


OFFERS COPY TESTS 


Agency Network 
Finds Copy Checking 
Pays Dividends 


Arndt Outlines Plan Fol- 
lowed by Continental 
Network 


Philadelphia, March 1.—The de- 
tails of a copy evaluation system 
that has proven its efficacy on about 
$20,000,000 worth of billing during 
the past four years were told to 
ADVERTISING AGE today by John 
Falkner Arndt, president of John 
Falkner Arndt & Co., member 
of the Continental Agency Net- 
work. 

The plan outlined by Mr. Arndt is 
the joint effort of all the network’s 
members and has been used on ap- 
proximately 200 accounts in prac- 
tically all media. It contains ten 
main structural elements and 100|>~ i aon 
supplementary elements. determine the potential of any one 

Of particular interest perhaps is|advertisement. Neither are all ad- 
that this system, termed “Ad-Eval-|vertisements judged on the same 
uation” by the network, does not |scale. 
make use of one simple average to| An example to illustrate these 


John Falkner Arndt, Philadelphia agency 

head, who describes the copy testing 

system developed by the Continental 
Agency Network. 


—— 


variations was offered by Mr. Arndt.|per cent efficient. In actuality, Mr. 
Advertisement number one, when| Arndt pointed out, it wouldn’t func- 
rated by a system scoring total|tion at all and its rating would be 
points (this does not refer to any | zero. 

specific system now used) might be Thus, in following the Ad-Evalu- 
judged 90, 95, 90 and 90 on factors | ation plan, executives of Continental 
A, B, C and D, par being 100. Ad-j|agencies seek a theme or campaign 
vertisement number two, rated in|idea in which it is possible to at- 
the same way, might be judged 90, | tain all of the desired structural ele- 
95, 15 and 20. ments. This task is of course pre- 

Total points of advertisement|liminary to actual copywriting in 
number one would be 365/400 or|which the elements are further de- 
91.25 per cent. Advertisement num- | veloped. 
ber two would rate 220/400 or 55| A broad division of the Ad-Eval- 
per cent. A comparative rating for|uation plan includes a tri-lateral 
the two advertisements would be|study of the structural elements; 
about 1.7 to 1. the psychological faetors, and the 

purchasing sequence, To balance 

Cites Variant Ratings these components against each other 

is the copywriter’s task. The sys- 

tem is used to determine the suc- 

cess with which he has performed 
the job. 

Variations in media call for a 
variation of the system’s application, 
Mr. Arndt emphasized. “We all 
agree that attention power is highly 
desirable in an advertisement,” he 
remarked, “yet our system indicates 
that in magazine advertisements at- 
tention power is of secondary im- 
portance. Interest value comes first. 


No Threat to Genius 


“For example, a half page adver- 
tisement with high attention power 
is useless in a closed magazine. 
Only when a reader opens the mag- 


Under the Ad-Evaluation system, 
as used by Continental, the rating 
of the first advertisement would be 
69.26 per cent, and advertisement 
number two, 2.57 per cent. Thus 
the comparative rating would be 27 
to 1. 

According to Mr. Arndt the lat- 
ter comparative rating affords a 
much more accurate picture of the 
advertisement’s potentialities than 
the 1.7 to 1 rating. 

As an admittedly extreme anal- 
ogy, Mr. Arndt pictured a train of 
four gears with efficiency ratings of 
100, 100, zero and 100, respectively. 
Under some methods of rating this 
gear train would be classed as 75 


with the 


A cot 


There is a remark as old as time 
itself that: ‘‘Rearing a child starts 
100 years before the child is born.”’ 
In a related manner this axiom is 
applicable to commercial markets. 


The influence of The Commercial 
Appeal started one hundred years 
ago and has been extended gradu- 
ally but effectively. Today this pre- 


advertising. 
Today The 


dominating influence is reflected 
convincingly in the great Mid-South 
market. 


The Commercial Appeal has al- 
ways been a regular, dependable 
partner in progress with the manu- 
facturer of every product sold in 
this territory. 


a by its vast trade paper influence. 


Partners In Progress 


AUTOMOTIVE 
INDUSTRY 


For instance — The Automotive 
Industry! The Commercial Appeal 
was among the first newspapers in 
the country to display automotive 


linage in new car advertising is 
double that of any other newspaper 
in this market, and it has been for 
years. The results, too, are appar- 
ent—in Memphis alone there is one 
automobile for every five persons. 

Consider this — 

The Commercial Appeal is the 
only media in the entire Mid-South 
market that really gives 


2 WAY SELLING ACTION 


1 The Commercial Appeal sells the con- 
a sumer by its established reader interest. 


The Commercial Appeal sells the dealer 


THE COMMERCIAL APPEAL 


A SCRIPPS-HOWARD NEWSPAPER 
National Representative — The Branham Co. 
‘More Than A Newspaper — An Institution’’ 


azine and actually turns to the page 
is the advertisement seen. Even 
then, what will primarily draw the 
reader to the advertisement is inter- 
est value, not attention power. In 
outdoor advertising, the converse is 
true.” 

There is little possibility that the 
use of the Ad-Evaluation System 
will destroy originality, Mr. Arndt 
asserted. “In music, there are well 
defined rules of composition, har- 
mony and counterpoint,” he ex- 
plained. “They outline the arrange- 
ment of musical forms, but inspira- 
tion and genius are needed to com- 
pose a symphony. 

“In a like manner, talents of a 
high order are needed to translate 
the basic rules of the Ad-Evaluation 
method into living, motivating ad- 
vertisements.” 


Arndt Tells Benefits 


Continental agencies have bene- 
fited in two ways from use of the 
system, Mr. Arndt said. The first 
is in the increased results gained 
from campaigns in which the sys- 
tem is used, and the second is in the 
increased efficiency obtainable be- 
tween agency and client. 

He cited comparable campaigns 
used by one of the member agen- 
cies for two similar types of busi- 
nesses, both of which sold direct 
and received their orders solely 
from advertising response. 

With the Continental agency han- 
dling but one of these companies at 
first, it was able to gain a 90 per 
cent increase in business over the 
same month in the preceding year. 
The second company, scheduling its 
campaign through a non-network 
agency, gained an increase of but 
18 per cent. All other factors were 
equal—budget, economic conditions 
and markets. 

In the second month the Conti- 
nental agency was handling the ac- 
counts for both companies. This 
month saw an increase for the first 
company of 84 per cent and for the | 
second, 86 per cent. These increases 
continued during the third month. 


Commercial Appeal 


Is Harmony Builder 


Better harmony between agency | 
and client is a natural by-product | 
of the system’s use. Clients, Mr. | 
Arndt explained, know from the be- | 
ginning that the agency is preparing | 
its copy under the plan. Thus when 
any question comes up regarding an 
advertisement, the issue is imper- 
sonal rather than otherwise, with 
the client usually understanding | 
that the agency has very valid rea- | 
sons behind its choice of copy or art 
work. 

While the points contained in the | 
plan are not revealed, Mr. Arndt 
stressed that it is a compilation of 
| many types of advertising research, | 
jrather than an entirely new ven- 
|ture. All member agencies inter- | 
|pret the plan in the same way. Each 
| has a book containing all the struc- 
jtural elements, the contents of 
| which are not revealed even to 
| clients | 


Questions Motives 
of Anti-Outdoor 
Propagandists 


Hopkins Urges Other 
Media to Weigh Op. 
ponents’ Objectives 


New York, March 2.—Several 
questions as to the motives behind 
much of the propaganda directed 
against outdoor advertising are 
raised by F. T. Hopkins, president 
of the National Outdoor Advertising 
Bureau, in his annual report issued 
this week. 

Again asserting that the bureau is 
willing to support reasonable and 
non-discriminatory zoning laws, Mr. 
Hopkins commented, “It is some- 
times hard to find a motive behind 
the bills that are introduced, or even 
to find the real sponsors. 

“There are those behind some of 
this proposed legislation whose real 
motive no doubt is to put complete 
control of all private property in 
the hands of the state, merely us- 
ing outdoor advertising as a step- 
ping stone in that direction. This 
is one of the reasons why competi- 
tive media should be a little more 
careful in lending their columns to 
the promotion of such propaganda.” 


Consumers Give Support 


Mr. Hopkins’ point of view, in- 
cidentally, has evoked a favorable 
response from such consumer 
organizations as the New York City 
Federation of Women’s Clubs. The 
latter recently had before it a reso- 
lution favoring prohibition of out- 
door boards in non-business areas 
A committee appointed to study the 
resolution, however, returned this 
recommendation: 

“None of the premises of the res- 
olution has been proved to the 
extent of making discrimination 
against billboards as special offend- 
ers just and equitable. The pro- 
posed law has serious defects in the 
granting of excessive one-man 
power and in the injustice either to 
the individual land-owner or the 
taxpayers of the whole state.” 

The recommendation asked for 
further study of the question and 
enforcement of present laws. It 
was unanimously adopted. 

The strictly business side of the 
outdoor advertising picture is fav- 
orable, Mr. Hopkins said in his re- 
port, although less so than in 1937. 
Net billing for the year was down 
about 10 per cent, a decline in au- 
tomotive advertising being counter- 
acted by gains in other fields. 


Coes to Flintkote 

Kent Day Coes has joined the ad- 
vertising department of the Flint- 
kote Company, New York, as pro- 
duction manager. He formerly held 
the same post with Empire State 
Craftsmen, Inc., and Johns-Man- 


ville Corporation. 


KAUFMANN & FABRY CO 
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URVEYS. 


like charity 


BEGIN Al HOME 


try this one on 
our staff or family 
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N° FIELD work needed for this survey! You 
can spade for your facts right in your own 
back yard. 

No need to interrupt the privacy of countless homes 
with phone calls. No need to brave the dog for 
doorway interviews. 

Be prepared for shocks. Prepare to have some of 
your most sacred cows ruthlessly slaughtered. But 
emerge informed and enlightened with a new un- 
derstanding of one of the outstanding advertising 
phenomena: PREVUE, the magazine, depression- 
born, which has built the greatest voluntary audi- 
ence of any periodical! 

Prevue is regularly read in 28% of American 
families, and a ten minute survey in any typical 
establishment will prove it! 

Prevue has prepared a simple ballot, which, with 
specimen copies, will permit you quickly but accu- 
rately, to gauge the percentage of your own per- 
sonnel who read it. Prevue invites this drastic test 
.. anywhere, for Prevue’s coverage is so uniformly 
thorough (and merchandiseable) that it can stand 
this test without geographic or income reservations. 
\ tooth paste maker tried it in his factory. Score 
-5% for Prevue in this plant. An agency space 
uuyer checked his judgment on his own family. 
‘core 2 to 0, Prevue’s favor. Wherever women 
vear clothes, you'll find Prevue readers. 


A PURELY FEMININE AFFAIR 


Prevue concerns itself only with Woman’s par- 


mount interest:—herself—her clothes. Prevue is 


a necessity to every woman who sews (79% of all). 
Prevue is a needed fashion guide for the woman 
who prefers readymades. Prevue is so much a part 
of feminine life, that it is read by 8,000,000 
American women, yet hardly a man in a thousand 
has ever heard of it. 


RECENTLY OPENED TO ADVERTISING 


Prevue was for years the personal, exclusive organ 
of one of America’s largest fashion organizations. 
Prevue has actually sold one piece of merchandise 
priced from 10 to 50 cents, from each two copies 
circulated. Prevue is a needed part, even the back- 
bone, of campaigns designed to sell goods to 
women. 


NOT A GAG 


Our request for a survey in your plant or office is 
made in deadly earnest. We have made it easy. 
Handy ballot will give the results without inter- 
ruption of regular duties or lengthy explanation. 
We would appreciate your sharing the results with 
us, but whether you do or you don’t, the results will 
convince you of the indispensability of Prevue 
advertising. 


TO ADVERTISING AGENTS 


This drastic survey test is intended to be made in offices and 
plants which generally represent a true cross section of the 
country’s population. Advertising agency staffs DO NOT truly 
represent such cross sections. While we will be pleased to 
forward a survey kit to interested agency executives for use 
in their own offices, don't expect the remarkable results that a 
plant test usually yields. It is suggested that advertising agency 
executives conduct these tests in their clients’ factories or office. 


PREVUE is published monthly and distributed by 
the major fixed price variety chain stores and top- 
flight department stores. Space may be purchased 
in separate editions for each separate chain. Circu- 
lation of all editions is substantially in excess of the 
8,000,000 circulation guarantee. PREVUE is paid for 
by the distributing retailers and distributed free to 
readers. A definite, voluntary and affirmative effort 
upon the part of each reader is necessary to secure 
a copy. Circulation has been surveyed by Dr. Daniel 
Starch, and a digest of his findings will be for- 
warded to any interested executive. PREVUE'’s 
circulation is predominately in the 995 cities of 
10,000 or more population which account for 69% of 
all retail sales; covering these markets with an 
average of 46% of family coverage. 


THE COUPON BELOW WILL BRING 
THIS CONVENIENT KIT 


priwieqnee--o~ >it: 


Simplicity’s Prevue Magazine 
200 Madison Avenue, New York | 


I am willing to be convinced. Send me your “Home 
Survey Kit.” No charge or obligation, of courte. 


ree female employees. 


I 
NAME_ _ — 
FIRM . -_ l 
ADDRESS _ - _ | 
CITY AND STATE ] 


TITLE _ — . 
<b am am ann Gb cn Gan on an eee 


fe 
! 


gimeniesty REVUE Magen 


200,MADISON AVENUE, NEW YORK, N. Y. . 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
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March 6, 1939 


Agency Men Develop 
New Apparatus for 
Eye Measurement 


Scanacord Assists Kud- 
ner in Weighing Atten- 
tion Values 


New York, March 1.—A new ad- 
dition to the science of copy-testing 
was revealed for the first time today 
in the Scanacord, which has been 
developed by Herbert A. Thompson 
and Leonard E. Luce, of Arthur 
Kudner, Inc., to determine the at- 
tention value of any given piece 
of copy with mechanical precision. 
It is being used by Thompson and 
Luce for the purpose of refining 
their method of copy appraisal, now 
in regular use at the Kudner agency. 

The Scanacord, as demonstrated 
to ADVERTISING AGE, differs from the 
Brandt camera, introduced recently 
by Look (ADVERTISING AGE, Aug. 
15, 1938), and from such devices as 
the ophthalmograph, although all 


are designed to trace the course of 


EYE CAMERA AT WORK 


Leonard E. Luce shows the Scanacord in 

operation. As the reader examines a 

Chesterfield ad the eye path is recorded 

on two films which are later projected 
onto the same layout. 


eye-travel as a reader examines a 
printed page. The Brandt camera 
makes a record of the “eye path” 
which can be projected on to the 
copy used by means of a graduated 
scale, but the Scanacord actually 
makes a record of the eye move- 
ments on two rolls of film, which 
are then projected simultaneously 
upon the copy used in the scanning, 


revealing the course and speed of] | DEMONSTRATE NEW COPY APPRAISAL SYSTEM 


eye travel by a series of moving) 
spots of light. 


Vertical Plane Analyzed 


According to Thompson and Luce, 
much has been revealed heretofore 
in the study of horizontal eye move- | 
ment, but an almost unknown path | 
had to be plotted in studying the) 
vertical plane. Simultaneous re- 
cording to the two paths was nec- 
essary for their projection system, 
the inventors added. 

In operation, a subject is asked 
to examine an advertisement. The 
subject’s head is in fixed position. 
Reflected light from each eye is then 
focused onto two moving films—one 
in the horizontal plane and the other 
in the vertical. In projecting, the 
two films are run synchronized to 
the speed of exposure. Where the 
horizontal and vertical paths cross, 
a spot of light appears on the screen. 
This represents a focal point on the 
actual advertisement used in the 
scanning. 

Accordingly, the observer can fol- 
low the course which the eyes took 
in the dancing progress of the spots 
of light, and the length of time they 
remain at any given spot indicates 
the length of time devoted to that 
spot by the reader. The record can 
also be shown in slow motion, and 
lean be repeated as often as desired. 


HOW YOUR SALE$ DOLLARS ARE 


What we are about to say is of immediate 


concern to you—if you advertise and sell to 


business executives. 


$$$ You put money into executive publica- 


of sale. You must repeat or merchandise 


your message in the executive's office on the 


two square yards of desk top where he buys. 


$$$ Your one medium for that purpose is 


circulation 


tions which are read at home. Your invest- 


ment is sound and necessary. 


your messages; are interested, impressed, 


persuaded. 


$$$ Shortly afterward they yawn, 
go to bed, and sleep away a large 
part of your effort. They'll do that 


—unless you follow through. 


$$$ Again the principle 


— point 


desks. 


Executives see 


WALL 4 
STREET 


ie 


$ 


s 
= 
he 
" 


The Wall Street Journal. 86 per cent of its 


is read by executives at their 


$$$ This compares with a high of 61 per 


cent to a low of 12 per cent 
for other national execu- 


tive-publications. 


$$$ Why let your sales dol- 
lars be slept away? Follow 
through by merchandising 
in The Wall Street Journal. 


~ at point of sale 


J 


At the present time the Scana- 
cord is being used as a feature of 
the Thompson-Luce copy appraisal 
system. Following several years 
of research, with the L. M. Clark 
readership reports as a_ basis, 
Thompson and Luce have suggested 
36 basic elements which have ap- 
peared with regularity in copy of 
high visibility ranking. 

Readership reports, however, spot- 
light general elements that com- 
mand attention. The Scanacord is 
employed to give reader reactions to 
details of specific pieces of copy, 
showing whether illustration or text 
gets first notice and how long the 
reader looks at each. In the Ches- 
terfield advertisement shown in the 
accompanying picture, for example, 
the reader first examined the illus- 
tration and spent a considerable pe- 
riod of time on the package repro- 
duction before proceeding to the 
text. 


Charts Are Used 


An unusual means of presentation 
has also been worked out for the 
Thompson and Luce appraisal sys- 
tem. A series of charts is used in 
combination with advertisements 
that have been rated by Clark 
basic elements by the Thompson 
and Luce system. 

Clark ratings, from lowest to high- 
est, are plotted in a curve across a 
horizontal line representing the 
average. The lowest third is des- 
ignated as the danger zone, the 
middle section, where the ratings 
are just below or just above the 
average, is the profit zone; and the 
higher ratings are in what is called 
the bonus zone. 

Thompson and Luce were for- 
merly connected with McCann- 
| Erickson Company and had planned 
|to launch the copy appraisal system 
| as an independent service for ad- 
| vertising agencies last summer but 
|instead accepted an offer to become 
a part of the Kudner organization. 
| queeseusnEsEssen 


‘New Typography 
for “True Story” 


Beginning with the April issue, 
True Story will appear in a new 


| copy tests with actual L. M. Clark research reports. 


|typographic style, designed by Gil-| 


|bert Farrar. Work on the change 
has been in progress for the past 
six months. 

| The new body type is Excelsior, 8 
|point on 9. Captions are in Lydian 
,and Lydian italic, from 10 point to 
|96. According to Mr. Farrar, the 
body type is not only easier to read 
but also easier to print in both let- 
terpress and rotogravure. 


Florida Club Sponsors 
Advertising Clinic 

A series of 11 clinic sessions has 
been launched by the Advertising 
Club of Jacksonville, Fla., with sub- 
ject matter covering major media, 
agency service and the broader as- 
pects of advertising. 
| The meetings will start March 8 

continue on Wednesday eve- 


jand 
|nings through May 17. 


Stein with Agency 
Frank G. Stein, formerly Western 
manager of Fawcett Publications, 


Chicago, as account executive. 


| With Ruthrauff & Ryan, Chicago. 


has joined Vanderbie and Rubens, 
He 
was formerly in the agency business 
for almost 25 years, most recently 


—— 


Herbert A. Thompson (left) and Leonard E. Luce, match their pre-publication 


A high degree of uniformity 


is noted between the two methods. 


NBC and Mutual 
Show Gains in 
February Billing 


New York, March 2.—National 
Broadcasting Company and Mutual 
Broadcasting System today reported 
increases in February billings, while 
Columbia Broadcasting System ex- 
perienced a decline of 5.2 per cent. 

The NBC total was $3,748,695, a 
gain of 7.2 per cent over the Feb- 
ruary, 1938, total of $3,498,053. NBC 
is 6.7 per cent ahead of 1938 for its 
two-month total. 

Mutual’s February billings totaled 
$276,605, a gain of 9.2 per cent over 
the comparable 1938 total of $253,- 
250. Mutual’s two-month gain is 
13.1 per cent. 

Columbia reported a February 
total of $2,541,542, as compared 
with $2,680,335 last year. Off 6.2 
per cent in the two-month total, the 
CBS figures suffer by comparison 
with last year’s all time high in the 
first quarter. 


Kenyon Leaves 
Armco for Agency 


Howard K. Kenyon has resigned 
as advertising manager of the 
Armco Culvert Manufacturers As- 
sociation, Middletown, O., to be- 
come an account executive for 
Howard Swink Advertising Agency, 
Marion, O. 

Mr. Kenyon, who has been with 
the association for nine years, is 
president of the Cincinnati Indus- 
trial Marketers Club. 


“Life” Dedicates 
Model Home 


With officials of the Federal 
Housing Administration attending, 
Life dedicated its model demonstra- 
tion home in Greenwich Forest, 
Md., Feb. 26. The Life campaign is 
designed to promote home construc- 
tion. 

The Washington Post issued a spe- 
cial section to commemorate com- 
pletion of the inexpensive home. 


EXECUTIVES: 


Can you Increase your sales per 
dollar of salesman’s expensef Can 
you get distributors and dealers 
to give your products more push? 
Maybe you can, with a fresh- 
eee type of sales promo- 
tion. 


A man eminently qualified to 
xo into that with you is avall- 
able. He has had 15 years of 
experience with America’s lead- 
ing publisher, America’s largest 
packer, a tleading advertising 
agency and a prominent clothing 
manufacturer. He’s Gentile. 
young enough, over 6 ft. tall and 
in good health, married and 
lives in the Chicago area. 


Address Box 1673, enre Adver- 
tising Age and he'll be glad to 
get In touch with you. 
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ADVERTISING AGE 


Barney Google & Snuffy Smith 


=——— __4 | Dont snoor! 1m sus TRYIN’ PAW-HE SEZ HE CAINT 
| A =| | T'SELL YER MISSDS ONE SELL EM TER FOLKS 'ROUND HERE- 
‘2 ——— | | o'W PATENTED WILL'M SCHOLFIELD IS A SELLIN’ 
SS TH’ SAME SORTA THING 

A= 2 —————— AN’ FOLKS 1S ALL 
A'BUYIN FROM HIM 


WELL, BUST MAH BRITCHES, GOOGLE !! 
HAND ME MAH SHOOTIN-IRON 
AN I'LL BOUNCE A 
RIFLE-BALL OFF'N THET 
THAR VARMINTS 
PUNKIN-HAID M/F cam YourRSELF, 
SNUFFY-POOR FELLOW 


IS JUST TRY TO SELL 
LOWIZIE SOMETHING - 


3 
i 


Ye Mi: 
Ria) OZ, ‘ Dy Fr 
 iMléd 


‘eRe 


A 


WAAL, IF THET AINT A SCANDAL TO TH'HOOTY-OWLS !/ 
THETS A DURN SIGHT BETTER HOG-CALLER 
THAN WHOUT THET SHIF'LESS SKONK, WILL'M, 
IS A SELLIN’ AN’ WE'UNS ‘2 AGOIN’ T’'SEE 
YE GITS A CHANCT TER SELL YODR'N--- 
C'MON, GOOGLE , TIMES AWASTIN’ /// 


SSF > SF 
N 


SS 


ii 


WN 


UW yy 

YY 

SKEDADDLE / 

FER YER LIVES, FOLKS: Uf 

- SNUFFYS ON A BENERA 
RAMPAGE // 


| WHY, IT TAKES TH'RAG OFF'N TH BUSH 
TH’ WAY YE BODACIOUS \D3ITS LET 

YERSELVES GIT HOOKED---THIS HYA 
FELLA'S GOT TH'BEST PATENT 
HOG-CALLER YE EVER SEED 


WAAL ---| SURE AM RIGHT GRATEFOL- 
NEVER WODLD'VE SOLD MAH GOODS 
ATALL EF YE HADNT RECKYMENDED ‘EM? 


SAY, WHEN YOu on * 


ALL OF SNUFFY'S 

FOLLOWERS BACK OF YOU, 

YO ALWAYS CLEAN-UP 
ON SALES #/ 


EF SNUFFY SEZ 
THEY'RE GOOD 
THET'S WHAT 


THE BETTER THE SHOW — 
TNS BETTER THE AvorENcE SNUFFYS FOLLOWERS ARE WHEN THEY GET THE MILLIONS 
MORE'N SEVENTEEN MILLION OF FANS OF THE ALLSTAR CAST 
READERS... NEARLY TWICE AS BACK OF THEIR PRODUCT, SALES 
MANY ADULTS AS CHILDREN REALLY GO BOOMIN'--- 
FOLLOW ME 'N SNUFFY AND THE FELLOWS OVER AT 
-* THE REST OF TH’ MEMBERS OF £PUCK-THE COMIC WEEKLY- 
. PUCK-THE COMIC WEEKLY’S WOULD LIKE TO SHOW 
FOUNDED 1876 ALL-STAR CAST EVERY WEEK. YOL HOW THIS VISUAL 
SELLIN' ANY PRODUCTISJUST ACTION TECHNIQUE 


A MATTER OF GETTIN’ ENOUGH CAN BE USED TO 
OF THE RIGHT PEOPLE TO READ DRAMATIZE YOUR 
F 


eo eM hs 
THAT'S WHY MORE’ HI AT WHOLE- 
OF TOR REener Sees eee ee ADVERTISERS ARE FINDINTHAT FAMILY MARKET 


959 Eighth Avenue, New York - Palmolive Building, Chicago 
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Court Denies WLW 
Stay of Order 
Reducing Power 


Washington, D. C., March 1.— 
Counsel for Station WLW, Cincin- 
cinnati, which last night was de- 
nied a stay of the Federal Commu- 
nications Commission’s order to re- 
turn to its former 50,000 watt power 
after more than a year of broad- 
casting at 500,000 watts, indicated 
that every effort will be made to 
expedite hearings on the appeal 
from the Commission’s order. March 


1 was set by the FCC as the effec- 
tive day of the change, the exact 
time being 3 a. m. 

The decision was made by the 
Court of Appeals of the District of 
Columbia last night, only ten hours 
before the change was to be made 
under the FCC ruling. 

Counsel for WLW left for Cincin- 
nati today to confer with officials of 
the station and map future strategy. 


Agency for Hotel 

Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed to 
handle the advertising of Roosevelt 
Hotel, Pittsburgh. 


Benner to “Fortune” 


Don Benner has joined Fortune, 
New York, as marketing service 
manager. He was formerly promo- 
tion and research manager of Busi- 
ness Week and head of media and 
research for Ketchum, MacLeod & 
Grove, Pittsburgh. 


“Foto-Craft” Adds Winslow 


Hugh W. Winslow, formerly ad- 
vertising manager of Popular Pho- 
tography, has been appointed adver- 
tising manager of Foto-Craft maga- 
zine, New York, a new publication 
which will make its appearance 
March 25. 


Runs Off 


‘So the Water 


Back *Too! 


Your 


Inside and out 


cardboard display is made 


rain, sun, wind, and snow. 


It’s 


“because she’s IMPER 


.. AL Over! 


front, back, and all edges 
by a weatherproof 


process that has withstood almost ten months of 


an exclusive Arvey process 


Temperature and relative humidity above nor 


a 


then 


but it’s still going strong! 


this 


vantages 


of reproduction methods, flexibility in uses—all 


of which contribute 


IMPERVO 


campaigns. . . 


World's Largest Mounters and Finishers of Window Displays 


ARVEY CORPORATION 


3462 NORTH KIMBALL AVENUE, CHICAGO, ILLINOIS 


VO Weatherproofed 


mal (U. S. Weather Bureau Report). 


-heat, dust, more rain, sleet, and snow .. . 
It will pay you to be thoroughly familiar with 


this new Arvey 


longer life, durable brilliance, variety 


SAMPLES NOW! 


ude, 2 


ta = 


Since 


service. Investigate the ad 


to lower costs for outdoor 


Lord & Thomas 
Clashes with 
Copy Committee 


Refuses to Modify Anti- 
septic Campaign for 
Pepsodent 


(Picture on Page 35) 

Chicago, March 2.—Though the 
Copy Advisory Committee repre- 
senting 19 magazine publishers has 
rejected the chlor-thymol campaign 
of the Pepsodent Company as writ- 
ten by Lord & Thomas, the agency 
will use the copy in available me- 
dia without change, it indicated to- 
day. 

David M. Noyes, executive vice- 
president of the agency, criticised 
the magazine viewpoint, asserting 
that any truthful copy should be 
admitted to their pages. The Copy 
Advisory Committee declined to 
make any statement, but it is under- 
stood that its rules require that 
competitive statements shall be posi- 
tive, rather than negative. In lieu 
of “No other leading advertised 
brand can truthfully say this,” car- 
ried in the Pepsodent advertise- 
ment, the committee suggested a 
positive version, though it also ob- 
jected to the words “advertised” and 
“truthfully” on the ground that they 
tend to discredit all advertising. 

Despite the heavy loss of revenue 
represented by cancelation of Pep- 
sodent magazine schedules, only one 
magazine in the large group repre- 
sented by the Copy Advisory Com- 
mittee has accepted the antiseptic 
copy without change. 


Cites Censorship Hazard 


Mr. Noyes said that the censor- 
ship road is filled with pitfalls, 
among them being the confidence 
of the censors that they can amend 
the creative work of the agency 
without impairing its sales value. 
He indicated that he feels that this 
confidence is misplaced. 

The Pepsodent copy made one ap- 
pearance in some of the magazines 


represented by the Copy Advisory|L. J. Camuti and A. A. Reitweis- 
Committee, before demands for|ner, to advise manufacturers and 
modification were made. It fea-| agencies as to compliance with the 


tured chlor-thymol, which has al- 
ways been an ingredient of Pepso- 
dent antiseptic, but which until re- 
cently had never received special 
emphasis. The main head asserted 
that “Chlor-Thymol makes Pepso- 
dent Antiseptic kill germs in sec- 
onds, even when diluted with 2 
parts water,” and a sub-head added 
that “No other leading brand can 
truthfully match this!” 

Somewhat the same claims were 
made in the second paragraph of 
the text, followed by the assertion 
that “No other nationally-adver- 
tised mouth antiseptic can truth- 
fully say this!” 

Another paragraph said: 

“Thanks to Chlor-Thymol, even 
after dilution with 2 parts water, 


Weatherproofing--that makes an economical 

cardboard sign a lasting, attractive outdoor dis- Be — your outdoor displays are NG 4 
play. .. And here’s the proof. Since last May, IMPERVO-Processed. Get full details at Viz = \\ 

this display has been exposed to the elements. oo +8 ye. or 

And what a June it experienced! More rain) SEND FOR ADDI \ } ANDISING > 

than any June in the past ten years... only TIONAL INFOR jae" Ly 

four Junes with more rainfall since 1871... MATION AND / 


SEE PAGE 18 
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FIRST FACSIMILE COPY 


FIRST AT MACYS! 
CROSLEY REDO 
FACSIMILE 


THE RADIO THAT PRINTS 


A machine that converts radio waves into print on paper 
before your eyes—drings you hot news flashes oo # tucker 
oewspeper 


Crosiey Reado facsimile is on demonstration al} day every 
day—ealy at Macys! Come and watch the latent tre 
wmph of ecrence at work—printed news coming out of 
2 radvo/ 


News for this radio marvel is now being broadcast er 


permentally by WOR. The Crosicy Reado can be used 
with any powerful short wave redia 


CROSLEY READO PRINTERS oo\y 79.58 
Matching Crosley short wave radio. ... . oe 


@This ie your invitation to come and see thie marvel a 
work 


MACYS BADIO CENTRE—STE FLOOR 


Facsimile receiving sets received their 
first newspaper promotional push this 
week when Macy's featured the new 
Crosley Reado. Two New York stations 
are currently offering daily facsimile pro- 
grams, although 18 Eastern stations are 
licensed for experimental facsimile 
transmission. 


Pepsodent still kills germs better 
than do ordinary mouth antiseptics 
used full strength!” 

A box summarizing three claims 
in as many paragraphs ended each 
with the statement regarding other 
advertised brands. 


Consultants Offer 
Food, Drug Counsel 


Research Consultants, Inc. has 
been organized with offices in the 
Chrysler bldg., New York, by Dr. 


federal food, drug and cosmetic act, 
the Wheeler-Lea act, and the pro- 
posed uniform state food and drug 
laws. 

Both of the organizers were for- 
merly connected with the Bureau 
of Foods and Drugs, Department of 
Health, New York, and more re- 
cently with Copeland Service, Inc., 
organized and operated by the late 
Senator Royal S. Copeland. 


Hearst Sells KOMA 


The sale of Station KOMA, Okla- 
homa City, to J. T. Griffin, Musko- 
gee, Okla., wholesale grocer, on con- 
dition that no protest is filed within 
30 days, has been approved by the 
Federal Communications Commis- 
sion. Hearst Radio will continue to 
operate the station until the trans- 
fer becomes final. 


$$$ 
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THEY NEVER GET FAR ON HOT AIR 


@ Tractor owners know that hard work, not 
theory, is the secret of successful farming, yet far 
too many of them allow the biased views and 
bombast of politicians to guide their thinking along 
lines of economics, taxation and social welfare. 


The Farmer-Stockman was founded upon and 
has grown up with the paramount purpose of giv- 
ing the farmers of the Oklahoma-North Texas 
area rational, useable analyses of these phases of 
their business of farming. And in this capacity, 
The Oklahoma Publishing Company considers 
this outstanding farm paper the cornerstone of its 
service to the Southwest. 


The editorial department of The Farmer-Stock- 
man is a board of strategy whose projects and 
Policies are specifically fashioned for 237,000 


rural families in the Southwest. Clarence Roberts, 
Francis Flood, Lola Clark Pearson are household 
names throughout this area. They go into the 
farm homes of this section and discuss intimate 
problems through the columns of their paper, 


across kitchen tables and over rail fences. They 
do it with such friendliness and thoroughness that 
they have won the complete confidence of this 
most important economic group . . . a group that 
makes up 65° of the Southwest's population. 


p! FARMER-8TOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. @ THE OKLAHOMAN AND TIMES @ MISTLETOE EXPRESS @ WKY, OKLAHOMA CITY 


KVOR, COLORADO SPRINGS @ KLZ, DENVER (Aiffiliated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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Studebaker Will 
Invade Market 
of ‘Big Three 


Operating Economy 
Outstanding Claim for 
New Car 


South Bend, Ind., March 2.—Bas- 
ing its claim for support by motor- 
ists on sensational operating econ- 
omies, a new low price car will be 
introduced by the Studebaker Cor- 
poration April 1, with its advertis- 
ing baptism following April 21 
through a heavy magazine and 
newspaper schedule. 

Paul G. Hoffman, Studebaker 
president, said that the company is 
backing its faith in its invasion of 


- yarn “ ~ 


NEW YORK 


FORBE 


,the field hitherto monopolized by 
the “Big Three” with a $4,000,000 
| check. Of this about $2,500,000 has 
, gone into new dies and tools, the 
/remaining $1,500,000 representing | 
| the amount available to tell the 
| American motorist of the advent of 
|a car whose upkeep will not force 
the owner to sacrifice many of the 
other necessities of life. 


| 
The Salient Appeal 


Studebaker officials said that the 
new car, to be known as the Cham- 
' pion, will be good and good look- 
ing. It will be a quality automo- 
bile, they added, built to the same 
rigid specifications applied to the 
President, the highest price Stude- 
baker car, and to the Commander, 
‘the medium price machine, and 
| will come off the same assembly 
‘line as the other standard bearers 
lin the line. Every dimension of the 
Champion will compare favorably 
with that of other occupants of the 
/low price field. 
| These considerations, however, 
|are expected to be subordinated to 
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ADVERTISING AGE 


ey 


the economy appeal in Champion 
copy, which will be handled by 
Roche, Williams & Cunnyngham, 
Chicago, the agency which has been 
in charge of Studebaker advertising 
for many years. The company has 
done much scanning of income fig- 
ures and believes the Champion is 
the first car built in this country to 


| adapt operating expense to the fam- 
|ily budget. 
Studebaker points out that of the | 


25,000,000 cars in use in the United 
States, 88 per cent are owned by 
families with a weekly income of 
$60 or less. About 8,500,000 cars, 
or 34 per cent of the total, are op- 
erated by families whose weekly 
revenue is $20 or less and 5,375,000, 
or 21 per cent, are in the $21-$30 
class. 

These figures are said to point 
definitely to the need of a car which 
will cut operating expense, particu- 
larly gasoline cost, to the bone. And 
it is on its ability to meet such a 
challenge that Studebaker will stake 
its claim to a niche in this market. 


Artist Kent Turns 
‘Copywriter for 


Sherwin-Williams 


New York, March 1.—Rockwell 
' Kent, an artist who has painted a 
lot of houses as well as less prosaic 
| works of art, has 
, proven his talents 
in still another 
| field in perform- 
jing a copywrit- 
| er’s chore for the 
Sherwin-Wil- 
liams Company. 
| The result ap- 
| peared this week 
in the 1939 edi- 
tion of the com- 
pany’s “Home 
| Decorator and 
| Color Guide,” a 
| booklet that has 
long ranked number ene on the 
|company’s sales promotion list. 
Mr. Kent is not without experi- 


Rockwell Kent 
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ence as a writer. His books, though 
less plentiful, are as well known as 
his paintings. 

In this little volume—embellishe, 
with his own sketches and selectio, 
of color photographs—he sells the 
idea of living in a home that yoy 
like, of painting it the colors yoy 
choose, and of painting it (prob. 
ably) with S-W paint. 


Dealers Aid Distribution 


The book is printed in four colors, 
both offset and letterpress, with 39 
full color photographs and paint. 
ings. Total distribution, according 
to the company, will reach 3,000. 
000 copies. Dealers share in the 
production cost, receive an imprint 
on the back cover and send or de. 
liver the book themselves to their 
customers. In many instances this 
distribution is via the house to 
house technique, providing an ef- 
fective start for telling the house- 
wife or home owner about the dec- 
orating counsel offered by the 
dealer. 

Perusal of the book indicates that 
Mr. Kent has deftly stepped into 
the top ranks of the few copy men 
who can talk about home without 
falling into the sentimental slough 
of tear jerking phrases. He de- 
scribes the houses he has lived in— 
many of them of his own construc- 
tion and all of them subject to his 
critical attention in decoration 
They cover a lot of territory: Ire- 
land, Maine, Alaska, Vermont and 
the Catskill mountains. 


Kent’s Fireside Philosophy 


Mr. Kent’s chief emphasis is upon} 
the technique of making a house> 
into a home. A home, says he, if) 
a place where people can be happy 
And he infers that one is not al-f 
ways happy stumbling over a lof 
of period furniture that isn’t in thef 
right place. It isn’t necessary tof 
know about Art, he remarks, but 
one ought to know what he likes. 

There are two pages of color 
charts in the book for those wh« 
want to make up their mind after) 
being put into a favorable mood by; 
Mr. Kent’s words. ' 

T. J. Maloney, Inc., is the agenc; 
which supervised production of the 
book. 


Publishers Plan 
“Vision”, Supplement 


Forty publishers, who have signec 
an agreement to publish Vision, : 
new Sunday supplement, will at- 
tend a conference at the Waldort- 
Astoria Hotel, New York, April 25> 
to discuss circulation, editorial an¢ 
advertising aspects. 

The conference will coincide wit! 
the annual meeting of the Americar 
Newspaper Publishers Associatior 
= meets April 24-26 in New 

ork. 


Gets Pathe Tuner 


Pathe Radio & Television Corpo- 
ration, Chicago, manufacturer 0: 
inter-communication, electrical anc 
radio apparatus, has appointed W 
K. Cochrane Advertising Agency 
Chicago, to handle the advertising 
of the new Pathe Mystic Tune: 
Newspapers, magazines and radi 


publications will be used. 


‘the BALTIMORE 
‘Station that is nationally 
‘recognized as FIRST 


in SHOWMANSHIP 


Call on us for spot program ideas 


_ NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


BON THE NBC RED NETWORK 
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Does Niagara Falls make 


a noise: 


Physics books Say that Niagara Falls 
would be absolutely silent if there were no one 
near enough to hear it . .. that sound, as a sen- 
sation, exists only when there are human ears 
to receive the sensation. 

An advertising idea may have the potential 
power to be heard and heeded throughout the 
land—the power to change the buying habits of 


the nation. But obviously, it cannot be heeded 
unless someone provides an audience for its 
message. 

That is why it takes more than an agency 
with outstanding ideas to bring outstanding re- 
sults. It also takes an advertiser with the judg- 
ment to recognize a great idea when he sees 
one, and with the courage to back it to the hilt. 


Young & Rubicam, Inc. 


ADVERTISING 


New York + Chicago * Detroit + Hellywood + Teronto + Montreal 
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“Watch the Retail I Index 


For several years ADVERTISING Now the index is beginning to re- 
AcE has published each week the flect the increases in retail sales and 
Index of Retail Activity, which re- | retail advertising which improved 
ports the volume of retail newspa- | business is bringing about in 1939 
per advertising appearing in the|In the February 27 issue of ADVER- 
principal markets of the country.| TISING AGE the weekly volume fig- 


The theory of the index is that there | ures went ahead of comparable vol- 


Publishers | 


| 


is a definite relationship between|ume for 1938 for the second time | 
the volume of retail, over-the-coun-| this year, and the curve of volume 
ter trade and the volume of retail| for 1939 to date stood at approxi- 


advertising. The experience which 
has been had in the publication of |Thus it is evident that the basis of 
the index shows that this relation-| good business—actual consumption 
ship exists. It is not told in an ab-|of shown by retail pur- 
solute statistical sense, but there is| -is again emerging as a pri- 
no doubt that the trend in retail|mary factor in the advertising situ- 
reflected in retail| ation. 
advertising linage. | We call this trend to the attention 
During 1938, retail advertising| of advertisers and agencies as a sig- 
volume declined with the decline in| nificant bit of good news, 
business. numerous minus|as 
signs did not indicate that markets | 
showing advertising losses were no| ments. We 
longer well worth cultivating, but| business forecast justified by our 
simply that retail volume was off to|re adings of the newspaper linage 
an extent approximating the loss in| barometer in ADVERTISING AGE will 
retail advertising. The relative de- | continue to be “Fair and Warmer,” 
sirability of markets, from  the|and that advertisers who have been 
standpoint of advertising expendi- | wondering just how their plans 
ture, of course involves many other |should be formulated will see in this 
considerations. But the trend at a|favorable trend all of the omens 
given time is significant, especially | meceamary for releasing the advertis- 
if the trend varies in different mar- ing effort which can do so much to} 
kets and different territories. |make good business a reality. 


mately the 


goods as 
chases- 


sales is speedily 


inasmuch 
affected 
news develop- 
confident that the 


Those business sentiment is 
current 


are 


greatly by- 


New Administration Attitude 


While 
| time 


There has been a definite change | 
in the attitude of the national ad- 
ministration toward business. Pres- 
ident Roosevelt, Secretary of Com- | in 
Hopkins and Secretary Mor- 
of the Treasury all 

the cooperate 
with business in bringing about an 
increased measure of recovery. Sec- 
retary Hopkins has emphasized the | 
primary need for greater confidence 
on the part of business men, and 
the desire of the government to do 
everything possible to justify confi- 
the long-term outlook. 

more than a figure of| 
the main requirement 
good business is the 
for capital 
construction and 


we have felt for a 
that regardless of the 


long 
current 


America 
as to the 


need have any doubts 
future of the country, 
of confidence in administration poli- 
cies has undoubtedly influenced the 
course of business by altering the 
optimistic attitude with which the 
American business man 
tionally faced the future. 

Even though the new attitude of 
ithe government may be 
political motives and the 
the 
tive 


merce 
genthau have 


expressed desire to 


desire of 
administration to assure 
degree 
national 
doubt 


dence in a rela- 
of prosperity in 1940, a 
election year, there 
that administration 
contribute definitely 
of the business 
Modifying still further 
present tax provisions, 
the utilities as to their permanence 
in-|in the picture, 
and |the railroads to finance 
because of | provements, 
with 


This is 
speech, since 
for release of 
expenditures in|can 
the purchase of 
and other durable 

and 
available 


characte 


leaders 


funds 


to a bet- 


terment situation. 
of the 


reassuring 


machinery goods some 


with 
for expenditures of 


Companies individuals 
money 
this 


stances 


have in 
withheld 
modernization | 


some economic assisting 
major im- 
general estab- 
will go far 
only obstacles 
restoration of 
the 


improvement 
Oograms 
policies 


and in 
confidence 
ard removing the 


direct competition 
industry other remaining to the 
7 


facto! normal pi 


governmental refer- | lishing 
tow 


now 


ence 


with 


to taxation, 


private and 


more or less disturbing osperity in country 


same figure as last year. | Getting Personal 


is no| 


WHAT NOW, LITTLE RESEARCH MAN? 


squire 


“An advertising agency wants to know if we're listening to the radio—what shall 
| tell them?” 


Ad-libbing 


| favorites siniaaiine* ‘Wie: aus 


It seems to us that the meat pack-| , 
| more than 2,000 advertisements re- 


ers are doing a better job of down- 


| to-earth public relations in the cities 


| 


| 


lack 


;, }in which 
political situation no business man | 


Swift & Company 


they have plants than 
many other big business men. 
Swift ad, for instance, 
Fort Worth papers, 

about Fort Worth, 


and it talks 
in terms of the 


This | 
appeared in| 


| 


| job Swift’s Fort Worth manager is) 


has tradi-| 


ascribed to | 


doing. 

The copy is not sentimental, 
is it sensational. But it does 
mind Fort Worth residents 
Swift has a plant in their city, 
the manager of that plant is a 
friend and neighbor of theirs, and 
that the plant is an extremely im- 
portant factor in the local economy. 


re- 
that 
that 


No News in Type 

W. Harold Butler, technical pro- 
duction manager of Saward, Baker 
& Co., London, presents an interest- 
ing analysis of trends in typography 


in advertising in the current Adver-| 


tiser’s Weekly. Mr. 
made an exhaustive 
type faces used in display advertise- 
ments in English Sunday news- 
papers during the past four years. 

“One striking feature,” he says, 
“has been the absence of new type 
faces during 1938, which seems to 
point to the fact that in times of 
and worry the old and tried 


Butler has 


stress 


to lie 


| issued in 1937 


The only 
new type face to strike his eye in 


viewed was Lilith, “a new fancy 
italic face verging on a three-di- 
mensional letter.” 

It is not unusual for 
dormant for a few months 
their introduction, he contin- 
“but out of 18 new type faces 
, not one was included 
in the advertisements studied dur- 
ing the final three months of 1938.” 
The 12 leaders during the year, 
based on examination of 2,201 ad- 
vertisements, he gives as follows 


type faces 


after 
ues, 


(the figure indicates the number 
of advertisements in which this 
type was used): 
Modern San Serifs...... 1,026 
110 Series Mono......... 355 


Grotesques (old vars.)... 310 
oo” ee 242 
Cheltenham ....... 228 
A eee 203 
Ionics, Clarendons, etc... 161 
Modern Roman ......... 153 
oa 147 
re 132 
CD kas cawass 100 
Se eee ee 61 
And finally, says Mr. Butler, 
“there was very little change in 


styles of layout in 1938 typography. 
Any well-set advertisement that 
appeared in 1936 could easily have 
been repeated in 1938 without caus- 
ing any eyebrow raising, and it 


| would seem that the 1938 vintage 


| 
nor | 


| 


analysis of} 
lIt’s a 


| produce 


might well be the vogue a couple 
of years hence.” 


Jottings 

RCA is using beer coasters to pro- 
mote recordings of Victor Bluebird 
artists, each coaster carrying the 
picture of a band leader and a 
thumbnail biography. Souvenir- 
hunting patrons are expected to 
create much coaster turnover in tav- 
erns and taprooms. 

Don Thomas of the Larkin Com- 
pany, Buffalo, sends us an intrigu- 
ing gadget he’s developed which he 
thinks should make a novel, inex- 
pensive give-away for advertisers. 
piece of cardboard, so cut 
and scored that you can blow a 
mouthful of smoke into it through 
a hole, then tap the gadget 
dozens of elegant smoke 
rings, their size depending upon the 


smartness with which the paper is! 


tapped 


and | 


Information 
for 
Advertisers 


| The following documents may be 
|/secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
‘executive or advertising agency 


executive writing on his business 
letterhead. 


| No. 1468. Retail Sales and Distri- 
bution by Brands. 

This survey, issued by Elks Mag- 
azine, estimates the annual volume 
of retail sales handled by Elks clubs 
of the country at more than $21,- 
000,000. Over half of this amount 
is accounted for by liquor sales, the 
survey shows. Annual dollar vol- 
ume is given for food, liquor, beer, 
| cigars and cigarettes, with brand 

preferences itemized. 


| 

No. 1448. 12 Women. 

| The Philadelphia Inquirer has is- 
isued this brochure, which is de- 
|voted to the 12 women writers and 
their departments covering fashions, 
home-making, gardening, shopping, 
‘cooking and other features of par- 
|ticular interest to the paper’s wo- 
men readers. The brochure shows 
how these feature writers create 
for advertisers a valuable family 
audience in the Philadelphia area. 


No. 1450. Rotogravure is 
Spotlight. 

This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
ny of type, photographs and 
/color, and case studies of a number 
of successful rotogravure advertis- 
ers. It also provides figures on 
newspaper readership based on Gal- 
lup reports, showing the extent of 
the rotogravure section’s audience. 


in the 


No. 1464. A Private Audition. 


Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


No. 1465. The Dallas Market. 


This new survey, issued by the 
Dallas Chamber of Commerce, pre- 
sents facts about population, buying 
power, natural resources and rate 
of growth of the Southwest. It con- 
tains a supplementary map in color, 
showing white population density 
by counties in the Southwest, freight 
service facilities from Dallas, oil 
and gas fields of the Mid Continent 
area, average freight rates, buying 
power within various radii from 
Dallas, and airline connections. 


No. 1466. Minneapolis Oil Burner, 
Gas Furnace, Coal Stoker and 
Air Conditioning Installations, 
1938. 


| The Minneapolis Tribune has is- 
sued this booklet, which tabulates 
oil burner, gas furnace, stoker and 
‘air conditioning installations by 
|\makes during 1938 in Minneapolis. 
Graphs show comparative sales of 
;mechanical heating units for the 
past three years. 


No. 1444. Specifications. 


Business Week has issued this 
data book full of facts concerning 
editorial content, circulation, read- 
ership and market, with numerous 
advertising success stories. The ma- 
terial is arranged in concise form 
for easy reference to the subjects 
covered. 


'No. 1461. It’s Check-Up Time. 


In this brochure The Saturday 
Evening Post presents itself for a 
physical examination and invites 
\the reader to be the doctor. Its 
editorial content, circulation, read- 
er-interest, and promotional activi- 
ties undergo a thorough check-up. 


bal 


aie 
—" 12 ee a 
a eee SSE 
- -* | 
a 4A . > 
ae a a 
: “3 — 
2 j (ES SNR 5 cen NS 
a foes y ’ >» 4 
ae —~ 7 
iN ——— 
Es e. e 5 = % 3 7 
= wa ; 
eines ’ 
— ee \ 
> a . | 
| a | st 7, 
hee : . 
we ee, 
oe 5 
an ei f 
— eee 
—— i 
4 CCCs 
eo rae i? ek ‘, ~ Se 
ad fhe Se | 
re ae Be hg | 
| eh ah 6h 
a oe ana DF 
api , : med : 
es oe ‘gg ‘ se ; ‘. ‘i ae . 
: “oo Pes m 
aie ne, a hy ie 
- _ ane ”, va q 4 “ie j 2 | 
a pene Bee he: F | 
: — ‘ "y Ps a, | 
hi. 
as All Jobs are his JOB! | 
~sten le 
= | 
ae | 
oe | 
' 
. ae 
| r same | 
: ios 
a 
Ee 
yy ee 
ni % 
" > na 
- = 
bis gS ' = f CS = - a. eg ; et a ae arf 


March 6, 1939 


ADVERTISING AGE 


13 


F 


ee 


RO sige AR IRR ETE BE PLE 


A” RSON who buys something is generally called a 
consumer. A consumer — because the retail pur- 
chaser usually eats or uses up the things he buys. 


The term consumer thus applies graphically to buyers 
of foods, drugs, clothes, oil, and gas. But “consumer” is a 
misnomer in the case of a magazine buyer. He uses, but 
does not use up or eat, his magazine. As advertisers have 
known for years, a magazine is used by more than one in 
a single household, usually passing on to still further use 
beyond the household. 


Follow that Magazine! 


But there’s the rub. How many more people read maga- 
zines than buy them? No one has known—with any cer- 
tainty. Yet it is im7portant for advertisers—when investing 
their money—to know how big an audience, how valu- 
able an audience magazines reach. 

Hence LIFE’s Continuing Study of 
diences! 


Magazine Au- 


Just as The Audit Bureau of Circulation has succeeded 
«» admirably in establishing exact information on maga- 
“ne circulation, so we now are seeking to establish ac- 
curate information on magazine audiences. 


New Methods— New Accuracy 


Rec ently developed research methods—new methods that 

re predicting election results and tides of public opinion 
th such amazing precision—have at last made possible 

‘cpendable assays of actual magazine readership. 


(hese methods are being employed for LIFE’s Study 
»\ Crossley, Inc.—with direction and authentication bya 
committee of several of the leading research authorities 
of the country. The Study, therefore, is strictly fact- 
‘nding, absolutely impartial. 


.} & : ee 
¥ ee oe 


The Study samples a true cross-section of America. It 
samples proper proportions of nine geographical sections, 
each split into six population groups ranging from me- 
tropolis to farm. 


America in Miniature 


These groups are split by color, sex, and age groups from 
ten years up. And the spots picked for interviewing rep- 
resent each type of industrial and commercial activity, 
even each type of farming. 


The interviews are made personally by trained re- 
search workers. The people counted as part of a maga- 
zine’s audience must demonstrate clearly that they have 
seen and remember getting into the magazine. The in- 
evitable percentage of confusion and falsehood is rec- 
ognized and scientifically eliminated. 

The size and scope of the cross section sampled by the 
Study is considerably greater than is necessary for ac- 
curate nation-wide conclusions. The procedures em- 
ployed are the most modern, scientific, and successful 
research and statistical methods enjoying the con- 
fidence of business and governmental leaders today. 


eee 


| 
| 


with this conception of audience figures that LIFE wishes 
to submit these findings . . . as a contribution to more in- 
telligent, more thoroughly informed buying of advertis- 
ing space .. .and a more effective means of i impressing on 
the trade the true extent of your advertising’s influence. 


Here is the number of people—as shown by the Study 
—who see, open, and read part or all of each issue of 
the four largest weekly magazines: 


Magazine Audience Circulation* 
COLLIER’S ... . . . 15,900,000 2,633,878 
LIBERTY . ... . . . 14,000,000 2,485,395 
| ee 2,029,761 
SATEVEPOST .... 12,900,000 3,055,123 


"Third quarter 1938, publishers’ statements 


The complete methodology of LIFE’s Continuing 
Study of Magazine Audiences, and its first findings, are 
available in “Report No. 1.” It is worth studyi ing—or let- 
ting one of us explain it to you—it contains the biggest 
advertising news in 25 years! 


How the Study Serves You 


LIFE’s Continuing Study arms you—for the first 
time—with reliable estimates of the total number of 
people who actually get their hands on a weekly 
magazine, open it, and read part or all of it. 

The number may surprise you. 


But there it is—openly and soundly arrived at— 
offering a new clue for the measurement of edi- 
torial interest and potency. 


This new measure does not pretend to replace 
“net paid” circulation information. Rather—it aug- 
ments and complements such information. And it is 
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ADVERTISING AGE 


March 6, 1939 


New Orleans Plays 
Active Part in 
Essay Contest 


All Sections Show Inter- 
est in Advertising Age 
Project 


Chicago, March 2.—The ADVER- 
TISING AGE student essay contest 
gives every indication of becoming 
almost as important a civic enter- 
prise in New Orleans as the Mardi 
Gras, if present plans of advertising 
interests in that city are carried out. 

A local tie-up contest will be 
sponsored by the Times-Picayune 
there, with initial announcements 
appearing in both editorial and ad- 
vertising columns Sunday, March 5, 
and the full support of advertising 
interests promised. 

“The Advertising Club of New 
Orleans takes this opportunity to 
commend ADVERTISING AGE on its 
fourth national competition on ‘How 
Advertising Benefits the Con- 
sumer,’” A. J. Jarrell, president of 
the club and advertising manager of 
Labiches, Inc., declared this week. 

“Our club, working along the 
lines suggested in your article of 
Feb. 13, has dedicated the entire 
year’s meetings, broadcast over 
Radio Station WWL, to the better 
understanding by the consumer of 
advertising, its functions and pur- 


” 


poses. 
BBB Chief Lauds Contest 


Fred I. Meyers, manager of the 
Better Business Bureau of New Or- 
leans, who is also instructor in ad- 
vertising at the Tulane College of 
Commerce and Business Adminis- 
tration, also took occasion to com- 
mend the essay contest, and to re- 
port that he will do everything pos- 
sible to further interest in the com- 
petition. 

Additional evidence of the inter- 
est the ADVERTISING AGE contest is 
arousing among advertising clubs 
came from New Haven, where 
Leonard W. Fish, first vice-presi- 
dent of the New Haven Advertising 
Club, reported the conclusion of a 
local essay contest, and inquired 
whether the winning essays might 
be submitted in the ADVERTISING 
AGE competition. 

The New Haven club sponsored a 
contest among local high school stu- 
dents which closed Feb. 28, in which 
cash prizes will be awarded for the 
best 1,000-word essays on “Con- 
structive Advertising as an Indis- 
pensable Instrument of Business 
and as a Medium of Educational 
and Social Betterment,’ or, “How 
Advertising Has Benefited Me.” 
Almost 2,000 entries were submitted 
in this contest. 


Colleges Show Interest 


In the meantime, academic circles 
also reported continued interest in 
the contest. For example, John H. 
Casey, professor of journalism and 
advertising at the University of 
Oklahoma, declared flatly that 
“University of Oklahoma advertis- 
ing students intend to win one of 
the top prizes in your essay contest 
this year,” and requested 80 copies 


Bamberger Tells 
Film Promotion 


Problems to Club 


Boston, March 1.—Unlike other 
manufacturers, the makers of mo- 
tion pictures cannot establish a 
selling formula until after the prod- 
uct has been finished because only 
then can they determine the cali- 
ber of their product, Leon J. Bam- 
berger, sales promotion manager, 
RKO Radio Pictures, told the Ad- 
vertising Club of Boston this week. 

Declaring that out of every dollar 
spent to see motion pictures seven 
cents goes for advertising, Mr. Bam- 
berger said that 70 million dollars 


was the film industry’s total pro- 
motion expenditure last year. Of 
this sum, 58 millions went into 
newspapers and magazines, 7 mil- 


lions in outdoor advertising and 5) 


millions in direct mail and other 
media. 


Long Range Plans Rare 


Mr. Bamberger said that no set 
advertising appropriation is made 
for each picture. Often films with 
popular performers require much 
less selling than films with less well- 
known performers, he added. 

One of the unique advertising 
projects carried on by RKO Radio 
Pictures calls for the distribution of 


“key” people receive advance infor- | 


mation about films, see each RKO 
picture as it appears and if it ap- 
peals to them, present an informal 
report to their clubs. Through this 
device, Mr. Bamberger said, his 


‘company reaches about 36,000,000 


women annually. The company 


spends about $35,000 a year in this | va 
| Reese Advertising Agency, 


club contact work. 


Eddy Moves 


Charles H. Eddy Company, news- 


paper representative, has moved its | 


Boston office to the Statler bldg. 


Agency Moves Offices 


Hartman & Pettingell has moved 


literature to 8,500 leaders of women’s| to new quarters at 50 Rockefeller 


clubs and organizations. These 


Plaza, Radio City, New York. 


HOW, Ye) RADIO WAVES AFFECT 
THE ‘STARS’ OF THE AIR ? 


~ COPERNICUS 


_ oo BS diced 1543 


astronomer, 


born 1473, : 
disproved the - 


~ ny 


Joins Printing Company 

Arthur M. Wood, local advertis- 
ing manager of the Milwaukee 
News-Sentinel, has acquired an in. 
terest in W. A. Krueger Company 
Milwaukee printer, and will become 
its sales manager, effective March 
15. Prior to joining the Sentinel. 
Mr. Wood was with George Ww. 
Milwau- 
kee. 


Golding Names Grey 


Golding Brothers Company, New 
York, manufacturer of Sanitizeq 
mattress and pillow tickings, furnj- 
ture covers and cottons, has ap- 
pointed Grey Advertising Agency, 
New York, to handle its account. 
Business papers and consumer pub- 
lications will be used. 


beliet that the earth stands 
z sll and the sun and stars move around it 
3 By conclusive arguments, he proved that 
the planets revolve about the sun, and that 
cach turns on its own axis. He thus dem- 
onstrated facts that had existed since the 
dawn of time. NBC's new survey similarly 
throws new light on facts that have been 
truce ever since broadcasting stations began 
to tuncuon. 


of the leaflet containing rules for 
distribution to his students. ; 

A total of $1,000 in cash prizes, a 
plus two trips to the New York con- 
vention of the Advertising Federa- 
tion of America, will be awarded by 
ADVERTISING AGE in the _ contest, 
which calls for essays of not more 
than 1,000 words on “How Adver- 
tising Benefits the Consumer.” 

Undergraduate students in high 
schools and colleges in the United 
States and Canada are eligible to 
enter the competition, which is now 
in its fourth year. Complete de- 
tails, including the simple rules, 
may be had upon eng 


- a 


sd Baby Week in May 
ee National Baby Week has been 
planned for the week of May 1. The 
Parents’ Magazine, New York, has 
prepared a seal, with the slogan 
“Buy the Best for Babies,” which is 
; available to advertisers and retail- 

cae ers. 
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neon Heads Conference 


Edward Phoenix, of Johns-Man- | 


yille Corporation and president of 
Technical Publicity Association, has 
peen mamed general conference 
committee chairman for the annual 
meeting of National Industrial Ad- 
yertisers Association to be held 
Sept. 20-22 at the Hotel New 
Yorker, New York. Roger Wens- 
ley, president of G. M. Basford 
Company, is chairman of the pro- 
gram committee. 


To Davis & Schwegler 


Ted Turner, formerly radio pro- 
grams division manager of Walter 
Biddick Company, Los Angeles, has 
joined Davis & Schwegler, Los An- 
geles, as commercial manager. 


| Gardner in 
Chicago Quarters 


The new Chicago office of Gard- 
ner Advertising Company, St. 
Louis, will be situated in the Build- 
ers’ bldg., 228 N. LaSalle street. 
The telephone number will be State 
8893. 

The new office, to be devoted 
largely to radio production, will 
open March 7. 


U. S. 40 to Hill 


National Highway U. S. 40 Asso- 
| ciation covering communities from 
| Columbus, O., to Baltimore, Md., 
has appointed The Albert P. Hill 
Company, Pittsburgh, to direct its 
account. Newspapers, radio, direct 
mail and posters will be used. 


“Brooklyn Eagle” 
to Branham 


The Brooklyn Eagle has placed 
its national representation with the 
Branham Company, effective March 
1, Frank D. Schroth, president and 
publisher, has announced. 

John E. Dean, who has been Chi- 
cago manager for the Eagle, has 
joined Branham’s New York office. 


Toussaint Adds Duties 


Monroe A. Toussaint has been 
named manager of the sales promo- 
tion department of Barlow & Seel- 
ing Mfg. Company, Ripon, Wis., 
manufacturer of Speed Queen 
washers, ironers and refrigerators, 
in addition to his duties as adver- 


| tising manager. 


yur 


Falstaff Promotes 
Harvey Beffa 


Harvey Beffa, vice-president in 
charge of advertising for Falstaff 
Brewing Corporation, St. Louis, has 
been named vice-president in 
charge of marketing and will direct 
sales as well as advertising. 

J. L. Newton, formerly territorial 
sales manager, has been named as- 
sistant to the president, and H. J. 
Colton has been appointed general 
sales manager. 


Account to Chirurg 


James Thomas Chirurg Company, 
Boston, has been appointed to han- 
dle the advertising of J. A. Weight 
& Co., Keene, N. H., manufacturer 
of Silver Cream. 


around studies of only one-half of the nation- 
wide radio audience—the half served /ocall) 
by major network stations. NBC has now 
surveyed the other half, and has uncovered 
a new set of listening habits never before 
revealed to advertisers or advertising men. 


They prove: 


A—that differences in the reception of your 
program affect its total circulation. 


f OLD BELIEF... 
NBC now des Likewise 


For years, program ratings have revolved 


work representative! 


B—that network effectiveness differs more 


greatly in areas of remote reception than 


in areas of local reception. 


C—that you can measure this difference in 
the all-important terms of regular 


listeners. 


As clearly as Copernicus demolished the age- 
old belief in a fixed earth and a moving sun, 
these new facts show the fallacy of taking 
regular program ratings and translating them 
into “circulation.” More than that, this NBC 


broadcasting history —for you to compare 
network circulations on a truly nationwide 
basis, including listeners in cities, towns, 
villages and farming areas alike. 

When you, personally, hear NBC's new 
presentation of these facts, you will see clearly 
why the NBC Red Network delivers more 
intensive, more thoroughly nationwide cir- 
culation than any other network. Tell us 
you want to be shown, call any NBC Net- 


survey makes it possible—for the first time in 


A NBC RED network 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


DO YOU KNOW— 


That 50% of all U. S. radio homes rely on 
“remote service’ from major network stations? 


That transmission is just as important as the 
program itself in reaching these people? 
That the listening habits of these families ore 
not reflected in the regular “program ratings’? 
That these listeners add a great plus value to 
Red Network circulation ? 

That NBC's new survey tells the why and how 


of all these facts, and what they mean to you? 
Call NBC for a personal presentation! 


age 


ANIMALS TELL STORY 


-F Bee ee . 
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PYRA SEAL 
One never ftods unsightly, dust-catching cracks 
in PYRA-SEAL treated floors. Thats because 
PYRA-SEAL is so flexible bending with 
every movement of the floor. Goes an unbroken, 
yet slip-proot tinish that dehes age and wear 
Athletn boards are enthusiastic about PYRA 
SEAL’S smart appearance and the way it makes 
fast plaw Safe School boards praise its long, 
econumical wear, The most practical floor 


haish tor any school or gymnasium tloor 


Only PYRA-SEAL Treatment 
Con Give You PYRA-SEAL Results 
Tessat by accodent thar PYRA- SEAL treated floors look 
su beautitul - so long PY RA-SLAL ts made & 
it ts emper ss ty hot of cold water, acids os 
theobel, and ink. Gives a rich appearance with slip- 
vost pracuieal seal for gymnmasiom 


Learn how PYRKA-SEAL can so 
tenance problems 


Ive your floor main 


Write for free catalog today 


! cad recsamensied by the Mable Fling 

+ jr, fem, Netewwal Oud f oe Mies 
por SS ved Min. keg. News 5, Mie 
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a Orter-c@ent y devoted 


VESTAL CHEMICAL LABORATORIES, INC. 


ST. LOUIS NEW YORK 


Vestal Chemical Laboratories employs a 

series of unusual illustrations of animals 

and athletes to dramatize important sales 
points of Pyra-Seal treated floors. 


Animals Dramatize 
Vestal Story of 
Product Quality 


St. Louis, March 1.—Setting down 
a series of striking pictorial an- 
alogies between animal and human 
characteristics as a means of dra- 
matizing product quality, Vestal 
Chemical Laboratories will start a 
test campaign this month to pro- 
mote sales of its floor treating com- 
pounds in the school gymnasium 
market. 

Chief objective of the copy is to 
reach coaching and supervisory per- 
sonnel. The schedule includes Na- 
tion’s Schools, Scholastic Coach and 
American School Board Journal. 

Illustrated by drawings showing 
athletes’ shadows in various action 
poses, distorted into animal forms 
portraying each attribute of Pyra- 
Seal, the series of four insertions 
emphasizes’ elasticity, flexibility, 
toughness, and traction as the qual- 
ities lent to gymnasium floors by 
the Vestal treatment. A _ panther, 
seal, rhinoceros and goat are shown 
as shadows of athletes in poses em- 
phasizing these points. 

It is expected that the drive will 
be expanded in the fall. 


Barrett to Leave 
Texas Network 


Neal Barrett, co-organizer with 
Elliott Roosevelt of the Texas State 
Network, has tendered his resigna- 
tion as executive vice-president, ef- 
fective March 15. 

Mr. Barrett was previously vice- 
president of Hearst Radio in charge 
of Southwestern operations, and 
general manager of KOMA, Okla- 
homa City. He has served as presi- 
dent of the Oklahoma Advertising 
Club and as governor of the 10th 
district, Advertising Federation of 
America. 


Two Name Clark 


Los Angeles Sausage Company, 
manufacturer of Best-Ever meat 
products, has appointed Darwin H. 
Clark Advertising Agency, Los An- 
geles, to direct a newspaper cam- 
paign. Darling's Flower Shop has 
also named the agency for a news- 
paper, radio and direct mail cam- 
paign. 
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ADVERTISING AGE 


March 6, 1939 


Voice of the Advertiser 


a This depar 


Suggestion Editor 
Please Take Note 


To the Editor: I’m wondering 
whether ADVERTISING AGE ought to 
start a “Funny Coincidence De- 
partment.” 

In your Feb. 2 
a story telling how a 
retailer is using a_ personalized 
weather report with merchandise 
copy keyed to daily conditions. 

You will undoubtedly be inter- 
ested to know that ‘“Tomorrow’s | 
Merchant,” a monthly bulletin pub- 
lished by B. Kuppenheimer & Co., 
carried this squib recently: 

Joseph C. Graves of Graves, Cox | 
& Co., Lexington, Ky., suggests 
a radio program’ which finally 
does something about the weather. 
He writes: “The store sponsors | 
weather forecasts at regular inter- 
vals and prepares for the radio sta- 
tion a large number of commercial | 
announcements on various apparel | 
items which are appropriate for | 
different kinds of weather. Then, | 
for example, when weather forecast | 
indicates rain, station selects from | 
these announcements advertising | 
copy which refers to rainy weather | 
and broadcasts it immediately fol- | 
lowing actual forecast.” 

JOSEPH C. GRAVES, 

Advertising Manager, Graves, 

Cox & Co., Lexington, Ky. 
‘vv 
Seems Belief in 
Santa Isn't All 


To the Editor: So Roy Whittier 
(in your Feb. 6 issue) says a guy 
has to believe in Santa Claus to 
be a copy writer! 

My, how the rules change! All 


7 issue you carried 
Kansas City 


tment is a reader's forum. 


UNIVERSAL SUBJECT 


Fie fe 
WEATHERAOWL 


\, <_THAR SHE BLOWS » 
+ Ottben 4 wr Wy, 


= Ye 


Cloudy and moderate tonight 
with cold wave tomorrow, 


COOPER'S 
Jockey Longs 
75c up 


Be as wise as the owl; 
protect your legs in 


COOPER’S Jockey Longs. 


Rothschilds 


On Main at Tenth 


& 


Who deserves credit for the introduction 

of the department store as a purveyor 

of weather information? Two claimants 

have filed entries, as the letter at the 
left indicates. 


near every word in every article. 


But why don’t big shot ad men, 
whether connected with agency, 
mail order house, or commercial 


I want to say is that I am way 
ahead of Mr. Whittier. I demon- 
strated my belief in Santa back in | 
1928, when I was 24 years old. With 
a high school education and an ar-| 
dent desire to be the world’s great- 
est dispenser of copy, I gave up a 


outfit call a skunk a skunk instead | 


of a_ beautiful kitty with black 
and white fur and an exotic odor? 
I still think they’re swell gents, 
though. Only why don’t they say, 
“Buddy, can you bring an account? 


good job to enter one of the great- | Are you related to the boss? Or, 


est educational 
Middle West. 
Honored with the good old B. S. 
(in Commerce, advertising major), 
I set out to fulfill the needs of an 
eagerly waiting group of ad titans 
I am not disappointed .. . at first. 
I am welcomed with open arms and 
interviewed most graciously! Sam- 
ples of my work are examined. And 
then “Can you bring an ac- 
count?” Oh, boy, doesn't that slay 
yuh? Can a guy that just bailed 
out of college bring an account! 
“Even a ten or fifteen G one will 
do.” (Ahem, I forgot to check my 
genealogy before coming in, Mr 
Admandamus, 
connection with 
Mr Rockefeller 
troubled you.) 
Ah, advice 


institutions in the 


Mr. 


are, 


Morgan and 
Sorry I 


Now we have 


some- 
thing! “Go, my son, do retail ad- 
vertising work. Learn what it’s all 
about. Then you will have some- 


thing to sell 
hops this sa 


Experience!” 
vior of an 
advertising empire 
i martyr to 


So out 


into the 
that great 
believer, Experience 
Armed to the teeth with fou 
years of retail advertising and mer- 
chandising experience 


sticks, 
god of the 


(plus eight 
vears of sales and miscellaneous ex- 
perience, gained before I hit the 


trail of erudition), I again assault 
the chambers of the most high 
What' Accounts not wanted! 


Well, not as badly as in 1934. What 
then? Today, dear Ed., if you want 
to be employed as a copy man, you 


must also be able to write radio 
commercial: Have I had experi- 
ence in that field” No, sorry I 

bothered vou, Most High 
I leave, thinking to myself as I 
down the veneered corrido: 
“My gos! f I can’t turn out better 
hokum than the stuff that drivels 
‘ r" uud speaker But, 
t the he The comme: i I'd 
sho an « hid on aren't, I feel 
e, W te gen ‘ Page 

H 

pow Gee, I alm f t 
enjoy ADVE! I \Gt 
a eadline nea 


to see just what my! 


almost lost | 


who’s your drag with?” Because, 
then, if a fellow could answer “yes” 
to any one of these questions, he 
would know he had a job even if 
1e had studied medicine and was 
pumping air for glass blowers in a 
bottle factory at the time. And if 
he couldn't answer in the affirma- 
tive . No wonder Townsend and 


Townsend pulled a sneaker and 
showed results 

Sure, I still believe in Santa 
Claus! 


JOHN A. ALBERT, 
Burlington, la 
yy 


v 

_Cub’s Face Is Red 
To the Editor: Probably your 
| Copy Cub will get at least a dozen 
letters somewhat like this because 
|of your automotive reference of 
| Feb. 20. At any rate I cannot re- 
| sist the temptation to correct you, 
ias I have corrected a multitude of 
copy men in and about this insti- 
| tution, concerning the French word 


“chassis” for which there is no 
plural 

This is the second or third time 
you have raised my temperature 
about this particular word, and I 


am hoping that you will not let it 


happen again 
W. B. CHAPOTON, 
Advertising Manager, Export 


Division, Chryslei 
Detroit 


Corporation, 


vgy¥ 


Unfilled Demand 
for Recipes 


To the Editor: I believe a study 
of the reading habits of women, 
including their tendency to pilfer 


anything of interest to them, would 
vield a rich harvest for food adver- 
tisers 

Most of these advertisers appreci- 
ate the value of recipes, 
cluding one or more in their copy 
What don't seem to realize is 
that the simplest way for a woman 


usually in- 


they 


to make these recipes permanently 
ilable is to clip and paste them 

yn cards for her files 
Most of the magazines and news- 
papers made available in beauty 


Letters are welcome 


shops testify to woman’s high regard 
for recipes and her lack of consid- 
eration for her sisters. Every pub- 
lication one picks up in such estab- 
lishments is mutilated, the 
reader having torn out a _ recipe 
which appealed to her and thus de- 
prived subsequent comers of the joy 
|of experimenting with a new dish. 

It seems to me that if a recipe is 


first | 


| that Lane 


worth printing at all, it should be| 


presented in duplicate or triplicate, 
|so that two or three home makers 
| might test it. It is an anti-climax 
to read the manufacturer’s praise 
of his product and then find the 
proof of the pudding, his recom- 
mended application in a_ recipe, 
represented by a blank space. 

This system of printing the recipe 
several times in a single advertise- 
/ment would encourage women who 
| receive magazines in their homes to 
| pass on promising recipes to their 
| friends, instead of clipping them for 
their own use only. It should 
|double the effectiveness of this type 
|of advertising. 

Mrs. JOHN A. GILBERT, 
Chicago. 


| 


| 
| 


Trade Commission 
Moves Against 
Consumer Reports 


Washington, D. C., March 1.—A\l- | 
leging intimidation and coercion of | 
manufacturers whose products he 
sought to list in his publications, the 
Federal Trade Commission has filed 
a complaint against Albert Lane, 
New York, publisher of pamphlets 
now known as “Consumers’ Bureau 
Reports,” and formerly as “Consum- | 
ers’ Preference.” The FTC charges | 
threatened that if such | 
manufacturers did not purchase | 


| copies of his magazines, their prod- 


|ucts would be disparagingly listed | 


therein. 


Alleged Support Hit 

In circulars, sales talks and let- 
ters to prospective purchasers, the 
Commission alleges, Lane adver- 
tised that his “Consumers’ Bureau 
of Standards” is a national non- 
profit consumers’ research and edu- 
cational organization which main- 
tains a staff of technicians, and in- 
vestigates, tests and reports on goods 
and services for the benefit of the 
ultimate consumer, when such were 
not the facts. 

He also represented, according to 
the FTC, that the Consumers’ Bu- 


|operated by the government, that 


For more than 
00 years 
this has been 
the leading 
newspaper in 
its field— 


San Francisco 


EXAMINER 


- _ 


reau of Standards is affiliated with 
the National Bureau of Standards, 


his publications were designed io 
present the manufacturer’s side of 
the picture in advertised products 
and that his magazines would be 
sold nationally, with 1,000,000 copies 
distributed free. 

The FTC also charges that Lane 
offered to have the Mellon Institute 
of Industrial Research or Massa- 
chusetts Institute of Technology de- 
cide moot points, while actually he 
had no means of enlisting their 
services. 


Starts Largest Whisky 
Drive Since Repeal 
The largest advertising campaign 
for its line of domestic whiskies 
since repeal has been released by 
Park & Tilford Distillers, New York, 
through Charles M. Storm Com- 
pany, New York. 
Newspapers in key whisky mar- 
kets are being used. Esquire, The 
New Yorker, business papers and 
point-of-sale displays will also be 
added. 


To Represent “Sunset” 


Sunset Magazine, San Francisco, 
has appointed Waldo E. Fellows as 
representative in the Michigan and 
Ohio territory. His headquarters 


will be in Detroit. 


| 
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March 6, 1939 
ADVERTISING AGE 


The readers of this magazine are very busy men... have been busy for more thas 
a year in the world's busiest industry, engineering construction, which is running 
30% ahead of a year ago and is heading for more than an 8-billion-dollar year. 
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Phenomenal Sales 


Rise Reported for 
Gibson Whiskies 


New York, March 1.—With 1938 
sales of Gibson whiskies having in- 
creased 40 per cent over the pre- 
vious year despite a general decline 
in the liquor industry, Gibson Dis- 
tilling Company revealed today 
through David Bunim, president, 
that its advertising and sales pro- 
motion would be expanded in 1939. 

Mr. Bunim said that copy is now 
breaking in 58 newspapers through- 
out the country, and that the cam- 
paign would be expanded if sales 
continue to increase. Insertions av- 


Product Color 
Pictured As Potent 
Factor in Sales 


Flintkote's Experience 
Cited in Boosting Vol- 
ume of Shingles 


New York, Feb. 28.—How color 
has come to be recognized as a po- 
tent force in increasing sales, rather 
than merely a decorative effect for 
product or package, was outlined 
before the Technical Publicity As- |= acme 
sociation here last week by Frederic 
H. Rahr, noted color consultant. 

Mr. Rahr demonstrated the power 
of proper coloring in a product by 
describing the depression experi- 
ence of The Flintkote Company. 
In 1931, Flintkote adopted stronger 
colors for its shingles, and without 
any other change in the product or 
merchandising policy, sales volume 
climbed from the 1929 mark of 10,- 
000 units to 154,000 in 14 months. 

According to the speaker, this 
revolutionized the roofing industry 
and demonstrated the public’s de- 
sire for strong colors in products. 
It proved that the shingle easiest 
seen is bought the most. He added 
that sales executives of the com- 
pany disliked the change until 
sales figures came in to prove the 
success of the innovation. 

One of the major problems in 
making color more important as a 
sales tool is to persuade industry 
officials to become objective in their 
viewpoint as to the proper color 
for a product, Mr. Rahr said. Such 
men must discard their prejudices 
and those of their associates, and 
go out and study consumers and 
their reactions to colors. 


Research Work Conducted 


Keeping up with color tastes of 
consumers is neither as difficult nor 
as expensive as it used to be, Mr. 
Rahr asserted. He told of the work 
of the Permanent Exhibition of 
Decorative Arts and Crafts, located 
in the International Building in 
Radio City, in finding out consumer 
preferences in colors of home furn- 
ishings and fixtures. 

Mr. Rahr said that through such 
research it is possible now to de- 
termine when a style trend has 
reached its peak. By plotting curves 
of both ownership and desire, for 
example, of blue bathroom fixtures, 
it can be discovered when the num- 
ber of people desiring such colored 
fixtures reaches the level of those 
actually having satisfied such a de- 
sire. 

Just as tradition dictated that 
shingles should be dull colored, so 
are sales of numerous other prod- 
ucts retarded because a_ certain 
color has always been used. ‘“‘Why,” 
asked Mr. Rahr, “should mouse- 
traps be a dull red when research 
has shown that black has the low- 
est visability for a rodent’s eye?” 

The sale of magazines and pro- 
grams is materially affected by 
color covers, he said. Madison 
Square Garden found that pro- 
grams with a brilliant red cover far 
outsell those printed in duller 
shades and colored direct mail ad- 
vertising has outpulled similar pro- | 
motion printed in conventional | 
black and white, he reported. 


| 
| 
wr | 
Advertising Staff Moves 
The advertising department of | 
Anchor Cap & Closure Corporation, | 
Long Island City, has been moved | 
to the general headquarters office 
of its affiliate, Anchor Hocking 
Glass Corporation, Lancaster, O | 


Morgan-Murray Disbands 

Morgan-Murray Associates, New 

York. has been dissolved, and Ben 

a J. Murray has opened his own 
nme 58 agency at 160 W. 96th street. 

~~ Hammer on Own 
Arthur Hammer, formerly with 
a E. H. Blum Studios, New York, has 


opened his own photographic studio 


at 480 Lexington avenue, New York 


erage 300 lines, although several 
six-column spreads are scheduled. 

“Gibson’s Goes Down Easily” con- 
tinues to be the keynote, but the 
copy introduces a new slogan, 
“Great From the First Sip.” Lay- 
outs are featured by happy-looking 
men, with a glass of Gibson’s in 
hand. The distiller’s 102-years of ex- 
perience are also mentioned in copy. 

Federal Advertising Agency han- 
dles the account. 


New Post for McAloney 


S. Holt McAloney has resigned as 
advertising manager of Funk & 
Wagnalls Company, New York, to 
join Educational Publishing Com- 
pany, Darien, Conn., publisher of 
The Grade Teacher and St. Nich- 
olas. 


wom 


Babies and Pandas 
to Sing Praises 


of J&] Powder 


New York, March 1.—Rotogra- 
vure advertising in 11 newspapers 
in the East and Midwest will sup- 
plement the 1939 magazine sched- 
ule of 23 publications for Johnson 
& Johnson’s baby powder, it was 
revealed here today by I. W. Hoff, 
director, baby products division. 

Newspaper insertions will begin 
in April and continue through Sep- 
tember on a twice-a-month sched- 
ule. The humor appeal adopted for 
the magazine campaign will be used 
in rotogravure promotion. Sequence 


photographs of cute babies posed 
with toy animals feature copy in 
both media. In each instance the 
copy will consist of a conversation 
between baby and animal regarding 
the soothing effect of the powder. 
Young & Rubicam directs the ac- 
count. 


“Fortune” Adds Benner 


Don Benner, formerly promotion 
and research manager of Business 
Week, New York, has been ap- 
pointed marketing service manager 
of Fortune, New York. 


Eyler Joins “McCall's” 


G. J. Eyler has resigned from 
American Home to join the West- 
ern advertising staff of McCall’s 
with offices in Chicago. 


WV, AT IS COMPANION SELLING? It’s a powerful double drive that starts 


earlier. works harder and carries through farther for Companion advertisers. The 


Companion goes deeper into its readers’ problems through regular reports from 


1,500 Reader-Editors carefully chosen as a typical cross-section of its circulation. 


It sells harder editorially because this intimate, personal knowledge of what its 
readers want, enables a brilliant staff to edit directly to the true needs of the 
home-maker. And it follows through farther with 23 Companion Shoppers (Jean 
Abbey and Carolyn Pryce) who broadeast chatty buying information via 34 


radio stations weekly and arrange tie-in product displays at the point of sale. 


Toareadership of more than 3,000,000 women who rate the Companion as No. 1 
Buying Guide, is thus added a vast PLUS radio circulation. Companion Selling 
is not just a promotion. It’s an unbroken chain of goods-moving, sales-making 


activity that begins in the very homes of Companion readers-—and ends only 


at the cash-register! 


LARGER CIRCULATION THAN AN 
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felevision Won't 
Match Scope of 


Radio: Ferrier 


New York, March 1.—It will 
ever be practical to make televi- 
jon available to the whole country 
») the degree achieved by radio, . 
w. Ferrier, television coordinator of 
she National Broadcasting Company, 
‘ld the local chapter of the Amer- 
can Marketing Association last 
week 

Even if the prohibitive cost of es- 
«blishing a _ television network 
sould be met, only a portion of 
she country would be able to re- 
vive televised programs. With sta- 


TT 


tions in the 98 major markets of 
over 100,000 population, only 45 
per cent of the population and five 
per cent of the area of the country 
would be served, he declared. 

One of the chief problems of the 
broadcasters in marketing televi- 
sion, according to Mr. Ferrier, is 
the expense of programs. He esti- 
mated that it would cost $1,000,000 
a year to provide a one-hour pro- 
gram each day, on the basis of the 
present costs. 


Pictures Powerful Medium 


Despite the cost and several tech- 
nical difficulties, Mr. Ferrier be- 
lieves that television could be a far 
better advertising medium than ra- 
dio. He explained that many peo- 


ple are impressed by sight and not 
by sound, and that television could 
offer a far greater variety of pro- 
grams than is possible in radio. 


Tastes Differ 


NBC tests have shown that pro- 
gram tastes of the television audi- 
ence are unlike those of movie- 
goers. Mr. Ferrier declared that 
no way has been found to make 
comedy effective via_ television, 
partly because laughter is infectious 
and studio audiences are imprac- 
tical at the present time. 

The recent completion of the new 
NBC television antenna atop the 
Empire State building offers a po- 
tential market area of only 55 miles, 
according to Mr. Ferrier. This area 
includes about 10,000,000 people. 


Castello to Golovin 


Edward H. Castello has joined 
Willard B. Golovin, Inc., New York. 
He was formerly production man- 
ager of Saks-Fifth Avenue and R. 
H. Macy & Co., New York. 


Gross in New Work 


John E. Gross has resigned from 
General Outdoor Advertising Com- 
pany to join Newby, Peron & Flit- 
craft, Chicago agency, as director 
of outdoor advertising. 


New Member for ANA 


Caterpillar Tractor Company, 
Peoria, Ill., has been elected to 
membership in the Association of 
National Advertisers, with Gerald 
M. Walker as representative. 


MERCHANDISING 


ANSIHER WOMAN'S 


CREATING DEMAND by editing to the expressed 


needs of 1,500 typical Reader-Housewives 


CLINCHING SALES with a consistent program 


of Nation-Wide Merchandising 


MAGAZINE-—3,077,498 


CAMPAIGN SYMBOL 


* 

THE FIBRE OF 
AMERICAN 
PROSPERITY 


Annual promotion of National Cotton 

Week will be symbolized by this poster. 

The prosperity note is incorporated for 
the first time. 


Pennsylvania 
Outlaws Liquor 
Window Displays 


Harrisburg, Pa., March 1.—Con- 
tinuing his crusade against liquor 
advertising, Governor Arthur H. 
James was instrumental this week 
in having a ban issued by the Liquor 
Control Board on the use of any 
promotional material in liquor store 
windows. It remained indefinite 
today whether the windows would 
simply be blacked out or used for 
travel displays furnished by the 
State. 

In a letter to board members the 
governor said: 

“Let me thank you for your de- 
cision to order that liquor store win- 
dows no longer be used to advertise 
liquor. I believe I am echoing the 
voice of countless men and women 
of Pennsylvania in expressing the 
repugnance I have always felt for 
the elaborate displays of various 
brands of alcoholic beverages on 
public thoroughfares in conjunction 
with the name of the Common- 
wealth of Pennsylvania. 


Fears Law Breakdown 


“What the people of this country 
said when they knocked out the 
Eighteenth Amendment was: ‘We 
want liquor made legally available 
to the persons who want to consume 
it—and we want its traffic freed 
from breakdown in law and order 
which has accompanied its con- 
sumption during prohibition.’ 

“They did not say, ‘We want it on 
every street corner, in residential 
sections, near churches and schools.’ 
Further they did not say, ‘We want 
it plastered in an offensive manner 
across the pages of newspapers or 
magazines, as gaudy displays in 
show windows, nor do we want its 
sale to be accompanied by social 
evils.’ 

“What people want in the liquor 
business in Pennsylvania and else- 
where in the United States is law 
and order. You can never justify 
the return of liquor in terms of pub- 
lic revenue, persons employed or 
materials purchased. Its justifica- 
tion lies in the fact established by 
prohibition, that liquor illegally 
manufactured and illegally distilled 
destroys orderly government and 
that the inevitable consumption of 
liquor by the public must be regu- 
lated so that its traffic will not be 
accompanied by corruption of public 
officials, contempt for law, and social 
evils which are a menace to the 
youth of America.” 


Cunningham Resigns 

L. V. Cunningham has resigned 
as advertising manager of The 
Canner, Chicago, effective March 31. 
He has been with the publication 
for the past 12 years, and previously 
was with Hide & Leather, Chicago. 


Coleman with Agency 


Harry M. Coleman has been ap- 
pointed publicity director of Hays 


Macfarland & Co., Chicago. He was 
formerly with Hearst Magazines. 
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Commercialization WATER COLOR WINS 


No Curb on 
Creative Spirit 


March 1.—With deeds 
words as evidence, two 
advertising men stepped forward 
this week to refute the oft-repeated 
assertions of misguided observers of 
modern culture who maintain that 
advertising is incompatible with the 
true creative spirit. 

Exhibit No. 1 was offered by Earl 
C. Gross, of Stevens-Gross, adver- 
tising artist, who declared that 
some months ago he “decided to 
prove that a studio owner knows 
something else beside peddling art 
work.” He betook himself to Prov- 
incetown, Mass., and later made a 
trip to Mexico. In two weeks he 
turned out 20 paintings. His work 
has already been on exhibit at the 
International Water Color Show, 
Chicago; Pennsylvania Society of | 
Fine Arts, Philadelphia; Corcoran |not an artist by profession but ac- 
Galleries, Washington, D. C.; Amer- | count executive in a well Known 
ican Water Color Society and New | agency. His name is R. H. Palenske, 
York Water Color Club. Leading | and he directs the Canadian Pacific 
critics have praised the Gross feel- 
ing and technique. 


Chicago, 


instead ot 


Ryan. He was honored this week 
|by the announcement from Wash- 
|ington that two of his etchings have 

Exhibit No. 2 is perhaps even | been selected to hang in the perma- 
more notable because the subject is|nent print collection in the Library 


Account Executive Honored 


But here’s how I cured 
Reibem all at once” _ 


rg 


advertising account for Ruthrauff & | 


PRAISE FOR ADMAN 


Pier in Provincetown,’ one of Earl C. Gross’ water colors which won high praise 
from leading art critics. 


Decorating at Calgary Stampede” 
)}and “Game Warden Packing Out.” 

| An etcher for only three years, 
Mr. Palenske has won national at- 
tention for the flowing action and 
atmospheric faithfulness’ of his 
work. He concentrates mainly on 
scenes of the Canadian Northwest, 
working at night in his Wilmette 


“THERE | WAS with five big jobs to put to bed. All of 
them ‘rush.’ And all five called for a different kind of 
cover paper .. . For our new ‘Complete Line’ catalog, 
a cover that can ‘take it’. . . For the sales portfolio, 
something with plenty of zip and color For those 
big direct mail jobs, a couple of eye-catchers, and for 
the parts catalog going to machine shops, a cover that 
will stay clean. 

“SELECTING ONE COVER is a headache ordinarily. It ! 


meant I had to rummage around, fumble through half 2 
a dozen different lines 


wrong color here, wrong finish 
there, this item not stocked. And here I was with five 
headaches at once. But I found the cure the Sample 4 
Book of Hammermill Cover. Weight, size, color, finish 
it showed me the right cover for every job in ten 
minutes flat 
“ALL FIVE are off the press now . ahead of schedule 
Good-looking jobs, too. They'll click, if I’m any judge 
of printing. From now on that sample book stays right 
on my desk. When it comes to buying cover papers, 
I’ve got all the answers at my fingertips.”’ 


. ¥ 


Name 


Position = 


(Please atta 


WHAT YOU GET in the Sample Book of 
Hammermill Cover Papers: A paper for 
every cover requirement. 48 pages that 
help you visualize quickly colors, weights 
and finishes of the 712 items in which 
Hammermill Cover can be obtained by 
your printer. This book is in 5 sections, 
tab-indexed for easy reference. 


ANTIQUE FINISH 

RIPPLE FINISH 

DE LUXE & SPECIAL FINISHES 
DURA-GLO (so:!-proof) COVER 


DUCHROME (duplex) COVER 


Your copy is free. Send for it now! 


§ *Hammermill Paper Company, Erie, Pa 
jo Please send me the Sample Book of 


Hammermil!l Cover Papers. AA 


h to your business letterhead) 


of Congress. The etchings are “Steer 


"Steer Decorating at Calgary Stampede,’ by R. H. Palenske, account executive 


at Ruthrauff & 


home and in his country studio 
home in Woodstock. 

Mr. Palenske is a member of the 
Chicago Society of Etchers, one of 
the founders of the American So- 
ciety of Sporting Art in New York 
and has exhibited in the Oakland 
Municipal Galleries, Oakland, Calif. 
His work is also exhibited at the 
Harlow & Co. galleries in New York 
and the Anderson Galleries, Chi- 
cago. 

Campaign for Slade 
D & L Slade Company, Boston, 


will soon launch an extensive cam- | 
paign for Slade’s spices in 33 news- | 


papers in 30 cities. The drive will 
run for 39 weeks. H. B. LeQuatte, 
New York, handles the account. 


\Spaid to Hotpoint 

Charles D. Spaid has joined Edi- 
'son General Electric Appliance 
Company, Chicago, where he will 
be in charge of Hotpoint refrigera- 


tor advertising and sales promo-|} 


tion. 


Gets Wedgwood Account 
| Needham & Grohmann, New York, 
| has been appointed to handle the 


_ advertising for A. S. Cooper & Sons, 
agent for 


Hamilton, Bermuda, 
Wedgwood China. 


Une station oelvers tte ye stare of ARN] 
owas Colombia audience Mpa? of couse! 


KRNT is 


Columbia's fine programming, plus an ex 
ceptional job of local programming, plus the 
merchandising backing of lowa's greatest 
Newspapers—the Des Moines Register and 


Ind. of course, you 
can buy KRNT in 
the WNAXN-lowa 


Network combina- 


Tribune, 


KRNT. 


fion atosan exce p- 


tionally low rate. petently 


ETCHING REPOSES IN WASHINGTON COLLECTION 


lowa. Its primary area covers 54 of the 
state's 99 counties,—the largest single mar- 
keting area in the state. 


—add up to a large and loyal following for 


i, 


~ 


Ryan, Chicago. 


$250,000 Drive to 
Bolster British 


Recruiting Program 


London, England, Feb. 22.—Dis 
appointed with the response to ity 
call for voluntary enrollment of 2. 
500,000 men and women for cCiviliay 
national service in air precautioy 
work, the British government ha 
appropriated $250,000 for an imme. 
diate advertising campaign ¢ 
achieve the desired results. W. § 
Crawford, Ltd., has been appointed 
agency. 
| The drive will continue for th 
|next five weeks. Originally th 
plans called for use of national ané 
provincial morning newspaper 
/only, but some revision of th 
schedule may result from protest 
| registered by London evening pa 
| pers. Posters, pamphlets and news 
| reels will supplement publicatic: 
copy. 


Hubbard Joins C-E 

Francis G. Hubbard, former? 
| president of Kimball, Hubbard [ 
| Powel, New York, has joined Cam; 
| bell-Ewald Company, New York, ; 
j} account executive. 


/ 


the only Basic Columbia Station in 


with which the station is associated 


‘Way above 1,000,000 people rely on KRNI 
for their Columbia programs—for com: 


produced day ‘round radio enter 


tainment and service. 


In lowa, 


it's KRNT, of course. 


DES MOINES + Basic CBS + 1320 K.C. 
5000 WATTS L.$. © 1000 waTTs mice! 
Represented by THE KATZ AGENCY 


THE ONLY BASIC COLUMBIA NETWORK OUTLET IN IOWA 
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ADVERTISING AGE 


—— 


JOINS BAUER & BLACK 


George de Beer 


Bauer & Black 
Names De Beer 
Advertising Chief 


Chicago, March 2.—George L. De | 
Beer has been appointed advertising | 
manager of Bauer & Black, Chicago, 
division of the Kendall Company, 
filling the vacancy which has ex-| 


isted since last May, when Arthur 


| 
E. Tatham joined Young & ub. | 
Mr. De Beer assumes his new | 


cam. 
duties March 20. 
For the last five years he 


ber of the advertising staff 


Commerce, in which he will con- 


tinue to teach retail advertising in 


the downtown evening school. 
Before joining Swift, Mr. De Beex 
as associated with 
Co 
vertising Company. 
Stokely Brothers Gets 
Honor Brand Foods 
Management of 


Honor Brand 


Frosted Foods Corporation has been 
& 
has 
esigned as head of White Daven- 
port Company to become president 


cen over by Stokely Brothers 
Co., Indianapolis. E. J. White 


nd general manager of the Hono: 
Brand organization. 


Headquarters will be transferred 


‘ 


om New York to Indianapolis. 


Gets Plant Food 


Simons-Michelson Company, De- 
for 


troit, has been named agency 
Pokon Plant Food Corporation 
American distributor of 
Plant food 
and direct mail 
Michigan. 


will be used 


Anderson, Allen Appoints 


\nderson, Allen, Inc., New York, 
appointed Campbell-Lampee, 


York, to direct its advertising. 


has 
been a member of the aesetieae | 
department of Swift & Co., Chicago, 
in charge of the advertising of asso- 
ciated companies and of Swift Cana- 
dian Company, Ltd. He is a mem- 
of 
Northwestern University’s School of 


Critchfield & | 
and H. W. Kastor & Sons Ad-| 


Pokon 
from Holland. Radio 
in 


Pick Omaha for 
First Meeting on 
Independent Drive 


| Chicago, March 
|50 regional meetings on 
|the “Trade Independent” campaign 
sponsored by the National Associa- 
| uon of Retail Grocers will be held 
in Omaha March 9, the association 
announced today. Since retailers 


tend each meeting, the association 
| believes that the financing of the 
|campaign will have been completed 
by May 1. 

The Omaha meeting will be at- 
tended by merchants from Sioux 
City, Council Bluffs, and the Ne- 


2.—The first of | 
behalf of | 


from surrounding territory will at- | 


braska towns of Beatrice, Falls City, 
Grand Island, Hastings, Lincoln, Ne- 
braska City and Norfolk. Each 
dealer attending the meeting will be 
|instructed in methods of organizing 
|}the campaign in his home com- 
munity. 

Newspapers will be the primary 
|/medium in the “Trade Independent” 
campaign. <A coast-to-coast radio 
program is also planned. Retailers 
will contribute a small monthly 
|sum, with wholesalers matching the 
| contributions of dealers. 


P. K. Thomajan, formerly affili- 
'ated with the Motion Pictures’ 
Greatest Year campaign, has been 
appointed copy chief of the Black- 
stone Company, New York. 


| 
‘Richardson Gets Pavelle 
Pavelle Laboratories, New York, 
specializing in fine-grain developing 


and enlarging for amateur photog- | 


'raphers and salon exhibitors, has 
/appointed Frank A. Richardson, Ad- 
vertising, New York, to conduct a 
promotion campaign in national 
photographic publications. 


| 


Joins Leo Burnett 
| Dorothy Feasley, formerly 


| the Chicago Herald & Examiner, has | 
| joined the copy staff of Leo Burnett 
| 


| : 

Blackstone Adds Thomajan | : 
| Introduces Radiant Heavy 
Company, 
introduced Radiant 
of the 


Company, Chicago agency. 


Ludlow Typograph 
Chicago, has 
| oeeeee the third member 
Ludlow Radiant family. 


| 


| 


. 


HORNETS NEST 


Most people are satisfied 
to poke up a hornet’s nest 
just once in a lifetime. But 
not The Copy Chasers... 
a couple of untrammelled 
spirits who poke and prod 
into advertising copy with 
complete disregard for the 
established conventions. 

Not coy or polite, these 
lads, but they know their 
stuff, and they stir up more 
excitement among copy- 
minded advertising men 
than any team that’s ever 
tried the job. If copy is 
your job, don’t miss this 
sparkling stuff. For a sam- 
ple of the boys’ tempera- 
ture-raising style, drop a 
note on your business letter- 
head to Industrial Market- 
ing, 100 EB. Ohio St., Chicago. 
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The “City” That 
Hundreds ot Thousands } 


Will Visit” feral 


UNDREDS 


of people. bound for the Golden 


of thousands 


Gate International Exposition in 
Bay, 
through the Salt Lake territory. 


San Francisco will pass 


They will tarry a while to visit 
the world-famous scenic and his- 
toric attractions in this region. 
from Yellowstone on the north to 
Zion and Bryce National Parks 
on the south. They will spend 
money for meals. lodgings. sup- 
lt 
expected to boost the 1939 tourist 
trade far in excess of the $36,000.- 


plies—good cash business. is 


000 that ordinarily pours into 


this region each year. 


It means greater cash income for 
the residents of the Salt Lake 
Market the area which i- 
so tightly unified commercially 
that it 


Area 


and traditionally is re- 


with | 


New WMCA Rate Card 


21 
Heads Celotex 
Dealer Service 
David P. Livingston has joined 
Celotex Corporation, Chicago, as 


manager of the newly created deal- 
ers’ sales service department. 

He has been in the building field 
for seven years and formerly was 
merchandising manager of the Mer- 


|} edith Publishing Company. 


A new rate card, providing dis- 
counts for volume time sales, has 
been issued by Station WMCA, 
New York, effective immediately. 
The new card maintains WMCA’s 
basic rate structure of $650 per 
hour. The discounts range from 2! 
per cent to 15 per cent on weekly 
billings of over $250. 


garded as a single city on up-to- 
date sales maps. 


That's one reason why this big 


_city market offers unusual sales 


opportunity — this Here's 


another: 


year. 


The one metropolitan newspaper 
medium which substantially 
this market The Salt 
Lake Tribune-Telegram—is now 


at its all-time high in circulation. 


serves 


With one of the lowest milline 
the entire publishing 
field, The Tribune-Telegram 
serves not only Salt Lake City 
with 94° unduplicated home 
coverage, but is one of the first 
four newspapers in the nation in 
per cent of home coverage of the 
entire state. 


rates in 


logical 


adds up to a natural and 


“A” schedule set-up for 
alert advertisers. 


The Salt Lake Tribune Salt Lake Telegram 


MORNING AND SUNDAY 


EVENING ONLY 


National Representatives: 


REYNOLDS-FITZGERALD, 


INC. 


Member 


Color Representatives: 


ASSOCIATED WEEKLY 
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ADVERTISING AGE 


March 6, 1939 


Parents Applaud As: 
Ford Aims Safety 
Campaign at Youth 


Horror Pictures and 
Moral Preachment Are 
Effectively Absent 


(Picture on Page 35) 

Detroit, March 2.—Although Ford 
Motor Company’s special safe driv- 
ing campaign, launched in Decem- 
ber, was directed at an audience of 
high school age, testimony on the 
campaign’s effectiveness has come 
from parents and teachers, rather 
than from the kids themselves. 

This was revealed today in a re- 
port given ADVERTISING AGE by com- 
pany and agency executives. 

Having discovered that high 
school automobile drivers experi- 
ence twice as many accidents as 
motorists twice their age, Ford 
adopted this theme as one deserving 
special effort and involving a hith- 
erto uncultivated field for educa- 
tion in safe motoring. 

The company arranged a schedule 


DISCUSS NEW TYPE SAFETY CAMPAIGN 


E. P. Grierson (left), business manager, American Boy, and T. L. Barnard, vice- 
president, N. W. Ayer & Son, outline plans for a continuation of the Ford cam- 


in three magazines—American Boy, 
Boys’ Life and the Open Road for 
Boys—for development of a new 
type of copy, an appeal that struck 
home without the use of “horror” 
pictures or the sort of moral preach- 
ment that too often leaves little 
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manager; 
president of N. W. Ayer & Son, 


paign which appeals to youthful motorists in the interest of safety. 


lasting impression. The entire cam- 
paign, it was said today, was the 
result of 


conversations extending 
r a two-year period between 
R. Barbier, Ford advertising 
T. L. Barnard, vice- 


1S WORTH 


MORE wan Lap a (Dillion! 


Folks who live within the ‘‘Golden Horseshoe”’ 


eat more than half a billion. 


three-quarters of a billion dollars worth of 
foodstuffs in twelve short months! That is 


more than twice the annual 
nation’s second largest city! 


And the ‘‘Golden Horseshoe’, that area 
blanketed by WJR and WGAR, is one of the 


nation’s richest markets! More than two and 


THE GREAT STATIO 


— 


THE GOODWILL STATI 


eatic stations ... COLUMBIA BROADCASTING SYSTEM * EOWARO PETRY & COMPANY, 


eR 


.. yes, closer to 


food bill of the 


one quarter million families living in an area 
where only several hours travel separates the 
farthest points! A combined metropolitan and 
rural market in which retail sales practically 


match those of New York City! A hundred 


thousand retail outlets through which to sell 


NS 


TH 


RIENDLY 


— 


your product! And two great radio stations 
... WGAR in Cleveland and WJR in Detroit 
to bring in these free-spending buyers! 


E GREAT LAKES 


STATION 


L SALES REPRESENTATIVES 


= 
q 
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llation of 


the Ford agency, and E. P. Grierson, 
business manager of the American 
Boy. The same copy was used in 
all publications and the treatment 
of the safe driving theme has re- 
mained constant throughout the 
campaign. All insertions have been 
full pages, usually appearing on the 
second cover. 

“You Can’t Win an Argument 
with a TRAIN!” reads the headline 
in copy which appeared in the 
February American Boy. The illus- 
tration shows a Ford waiting pa- 
tiently as a streamliner rounds the 
bend. The copy tells the story: 

“The throaty siren of the stream- 
liner shrilled in the distance as Bar- 
ney Converse halted his Ford sedan 
at the crossing. The red light 
blinked excitedly. 

“*You give that train plenty of 
time,’ observed Barney’s father, sit- 
ting beside him. 


Son Tells Dad Why 


“*You bet I do,’ grinned Barney. 
‘You can’t win an argument with a 
train. Those fellows roll down on 
you so fast you don’t know it. At 
60 miles an hour they cover 88 feet 
a second! I’d rather save time some 
other way!’” 

This story—and others in the 
series—provide an effective entree 
for statistics bearing on safe driv- 
ing. They also provide a place for 
mildly worded comment on the 
Ford’s pick-up and other safety 
qualities. 


Mr. Barnard estimated a total au- | 
dience 


of 1,000,000 for this cam- 
paign, including the 900,000 circu- 
the magazines and a 
“plus” 100,000 added readers. This 
estimate, he said, is based on 
requests from _ school principals 
throughout the country for reprints 


|to be displayed on school bulletin 


boards. 

Spokesmen for the magazines re- 
ported that, in addition to teachers 
and principals, parents, state high- 
way departments and automobile 
clubs have requested a total of 10,- 
000 reprints. Typical of the com- 


ments received from parents, ac- | 


cording to Mr. Barnard, is the state- 
ment: “Thank you for attempting 


—— 


a job which I have been trying to 
handle for years without success. 
Your method in story form has done 
in one reading all that I have faileq 
to accomplish in dozens of lectures,” 
Another plum received by the 
company as a result of this cam- 
paign was the gold medal award at 
the Annual Advertising Awards 
dinner in New York. There the 
campaign was held “most distin- 
guished by excellence of copy.” 


File Reorganization 
Plan for “Transcript” 


A plan for reorganization of the 
Boston Transcript Company, pub- 
lisher of the Evening Transcript, has 
been filed in U. S. District Court 
of Massachusetts. The proposal in- 
volves expansion of the newspaper 
with $200,000 new capital to be in- 
vested. 

Lincoln O’Brien, present pub- 
lisher, would continue as executive 
editor, with Richard N. Johnson, 
who heads a group of Boston in- 
vestors, as president and business 
manager. The plant would be moved 
to a more modern building and new 
press and other equipment would 
be added. 


Fruit Growers Plan 
National Citrus Sale 


The third National Citrus Sale 
will be sponsored by the retail food 
industry of the United States for a 
ten-day period beginning March 2, 
when the sale of oranges and grape- 
fruit will be featured in special pro- 
motion. 

Cooperating with the California 
Fruit Growers Exchange are Inde- 
pendent Food Distributors Council, 
National Association of Food 
Chains, Super Market Institute, Na- 
tional Restaurant Association, Na- 
tional Association of Chain Drug 
Stores, National Association of Re- 
tail Druggists, Limited Price Va- 
riety Stores Association, and the In- 
stitute of Distribution. 


Two Name Levy 


Raymond Levy Organization, 
New York, has been appointed to 
handle the accounts of Raydence, 
Inc., for Raydence liquid beautifier, 
and Coronet Costume Company. 


——. | 


Don't overlook Hawaii when you 
chart your sales. To mainland busi- 
‘ness, Hawaii means sales — steady 
sales-— $100.000.000 yearly! In per 
capita buying power, Hawaii out- 
ranks 28 states! 

American in every sense, the logical 
approach to Hawaii's ready millions 
is the American approach — through 
advertising. Hawaiis leading news- 


paper — The Honolulu Star-Bulletin 
—is the only medium necessary to 
cover this rich and responsive terri- 
tory ... only 36 hours from New 
York by air (18 from California) 
Get the facts that mean money (to 


you: send for Hawaii's marketing 
story told fully in the fact-laden 
brochure, “Open This $100,000,000 
Pocketbook 


HONOLULU STAR-BULLETIN 


Represented by 
O'MARA AND ORMSBEE. INC 


New York . 
Atlanta . 


Chic ago 


San Francisco + 


. Boston ° Detroit 


Los Angeles 
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ADVERTISING AGE 


Coming 


Conventions 


me | safety shoes for special industry 


_ | workers and of its Dressteel line. 
Annual Packaging | 


— ST 
March 7-10. 
Exposition, American Management 
Association, Hotel Astor, New York. 
April 23-27. Annual convention, 
National Newspaper Promotion As- 


sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper’ Publishers 


Association, Waldorf-Astoria, New 
York. 


April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 


May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
N..¥ 


May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 


May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May 19-20. Spring_ session, 
American Marketing Association, 
Medinah Club, Chicago. 


June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 


June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 


June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
nN. ¥. 


June 15-17. Annual convention, 
Southern Newspaper Publishers As- 
sociation, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Advertising Distrib- 
utors of America, Belmont Plaza 
Hotel, New York. 


June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 


June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


PUNCH 


No wishy-washy, pat-a- 
couple - of - fellows -on-the- 
back writers are The Copy 
Chasers, who hand out bou- 
quets and brickbats to a 
hundred or more ads each 
month in their regular de- 
partment in Industrial Mar- 
keting. 

If you're interested in 
copy —any kind of copy — 
you can get more stimula- 
tion and excitement out of 
The Copy Chasers’ caustic 
comments and inhibition- 
free criticism than anything 
you've read in 20 years. A 
note on your business let- 
terhead to Industrial Mar- 


keting, 100 E. Ohio S8t., 
Chicago, will bring you a 
sample. 
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| Agency for Shoes 


Safety First Shoe Company, Hol- 
liston, Mass., has named Advertis- 
ing Management, Boston, to handle 
the advertising of steel-boxtoe 


To Geare-Marston 


Wm. Gretz Brewing Company, 
Philadelphia, has appointed Geare- 
Marston, Philadelphia, to handle its 
account. F. H. Seberhagen is ac- 
count executive. 


Agency Expands 

Needham & Grohmann, New York, 
has moved to larger quarters at 630 
Fifth avenue. The telephone num- 
ber is Circle 5-6200. 


Procter & Gamble 
to Sponsor New 
Serial for Chipso 


New York, March 1.—‘Manhat- 
tan Mother,” a new daytime serial, 
will be heard over the Columbia 
Broadcasting System network Mon- 
days through Fridays from 9:15 to 
9:30 a. m. beginning March 6. The 
program is sponsored by Procter & 
Gamble Company for Chipso and 
will be heard on ten CBS stations. 
Pedlar & Ryan is the agency. 

Anacin Company has added 11 
stations to the NBC Blue network 
for “Easy Aces,” effective March 


14, bringing the total number of 


stations to 42. The program is 
heard from 7 to 7:15 p. m., Tues- 
days, Wednesdays and Thursdays. 
Blackett-Sample-Hummert handles 
the account. 

The “Sunbrite Smile Parade,” 
sponsored by Swift & Co., will be 
heard over 55 stations of the NBC 
Blue network, an increase of 29, 
starting March 2. Swift has changed 
the time to 4 p. m. Thursdays. 
Stack-Goble Advertising Agency, 
Chicago, is in charge. 


Bayer Joins French 

Kenneth J. Bayer has been ap- 
pointed research director of Oak- 
leigh R. French & Associates, St. 
Louis agency. He was formerly 
with Sunnen Products Company, St. 
Louis. 


23 
Scripps-Howard 
Suspends “News” 
The Oklahoma News, Scripps- 


Howard newspaper in Oklahoma 
City, suspended Feb. 24 after 32 
years of publication. The News was 
published evening and Sunday. 

Its suspension leaves the Okla- 
homa City field to the Oklahoman, 
morning and Sunday, and Times, 
evening. 


Davidson in New Post 


R. P. Davidson, formerly vice- 
president in charge of advertising of 
Pictorial Review, New York, has 
joined the staff of the general ad- 
vertising department of the Hearst 
organization to handle special ad- 
vertising assignments. 


Reach New England's 
EVERY DAY Market... 


uate 
a 
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WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 

Bridgeport 
Wice iNew _ ol 
WNLC 


New London 


WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


THE YANKEE NETWORK, IN 


WSAR Fall River 
WNBH_ New Bedford 
WHAI Greenfield 
WBRK Pittsfield 


WLLH — 


Lawrence 


WLNH Laconia 
WRDO Augusta 


{ Lewisto 
WCOU ny 


IVERSIFICATION in industry assures benefits 
that make the New England territory a splendid 
market. Because they are not dependent on any in- 
dividual industry, wage earners of New England 
never experience the periods of entire idleness that 
affect other regions. And because employment is so 
varied, every day is pay day for some groups, in all 
communities. Hence, with pay envelopes in daily dis- 
tribution every day is marketing day. 

You can reach this vast and constantly active mar- 
ket, effectively and economically, through the 17 
stations of The Yankee Network. 

This network extends from end to end of New Eng- 
land, giving coverage of all important trading areas 
including every city of 100,000 or more population 
and of many in-between cities and towns. 


‘, Se 


BROYOKLI NE AVENUE 
» BOSTON, MAS' 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives _ 
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Celotex in 
Biggest Campaign 
Since Boom Days 


Obsolescence Gears 
Insulation Story to Mod- 
ern Methods 


Chicago, March 2.—-Coming to the 
rescue of a public keenly interested 
in air conditioning and its kindred 
arts, Celotex Corporation will place 
its largest appropriation since 1929 
back of an advertising campaign 
which will focus attention on the 
vital role insulation plays in mod-| 
ern home construction. The new 
story breaks in magazines in the 
immediate future and runs through- 
out the long summer building sea- 
son. 

Obsolescence has been adapted as 
a symbol of the dangers which lie 
in wait for the prospective builder. | 
“Are you carefully planning an | 
obsolete home 
headline’ in 
“A drafty 


,’ demands a typical | 
series— | 
Prey to} 


the new 
fuel-waster? 


| ments and against destructive 


wind and rain? A white elephant 
you'll want to sell—and can’t.” 

All the virtues of Celotex prod- 
ucts in defending investments 
against these defects have been 
summarized in the new _ phrase, 
“Celotex Safety Sealed Construc- 
tion,” described as a method of va- 
por-sealing the home and_ roof 
against every attack of the ele- 
con- 
densation in the walls. 


Will Quote Prices 


This primary story will be diver-| 


sified with a secondary theme 
equally novel, in which Celotex will 
upset a tradition of the building in- 
dustry and meet a common lament 
of aspiring homeowners by quoting 
specific prices for definite jobs. “A 
Rumpus Room for the whole family 
-~cost, $92.85," one advertisement 
will say, a photograph giving evi- 
dence of the transformation which 
can be achieved by use of Celotex 
insulating interior finish. “This new 
six-room house completely insu- 
lated for only $93.30 net,” an- 
other piece of copy, 
ployment of 
and lath. 
The justification for 
cence theme is clearly 
the copy for the main campaign: 
“Once your new home is finished, 


says 
Vapor-seal 


the obsoles- 


referring to em-| 
sheathing | 


indicated in| 


decorations and equipment can be 
changed, but the walls and roof are 
there to stay. Mistakes made now 
can cut hundreds—even thousands 
—from the value of the finished 
home even before it’s finished! 

“Yet for not more than a few 
dollars extra, vou can be sure in 
advance of a home that’s really up- 
to-date—better to live in, economi- 
cal to heat, easier to finance or sell 
—by using Celotex Safety Sealed 
Construction. ... 

“Your dealer will gladly show 
you what Safety Sealed Construc- 
tion is and how it seals your home 
against rain, wind, sun and burning 
embers—seals it against excess sum- 
mer heat and winter fuel waste— 
and vapor-seals it for better humid- 
ity conditions in winter without 


harmful condensation in the walls.” | 


Present Owners Comforted 


This bid for the patronage of 
prospective builders is supplemented 
by an encouraging note to those al-| 
ready owning homes: 


“If your house is already built, | 


you can add cozy, attractive extra 
rooms—add comfort 
beauty to existing rooms, and cut 
fuel bills, by applying Celotex in- 
sulating interior finish direct to the 
framework or right over 
ter. It gives you 


insulation and 


Each November since 1934 our Announcing 
Staff has received a card from a Northern 


Massachusetts family. Each 


same simple message, ‘In loving memory of 


our mother.”’ Just that, and 


yet, somehow, this seems one of the nicest 


things that happens to us all 


To us who know the story, it means a great 
deal to be reminded of that dear old lady who 
is no longer with us. For years her radio had 
been her greatest pleasure, WTIC her favorite 
station. And so each November since 1934, 
we’ ve treasured those cards sent by her family 


reminding us how much we 
one they loved. 


We know our audience is large — but little 
things like this annual bit of honest senti- 
ment tell us we must be reaching a friendly © 
Nothing is nicer for any 
radio station to know than that. 


audience as well. 


= ONE OF THE NICEST THINGS 
THAT HAPPENS TO US ALL YEAR 


year it bears the 
nothing more 


year. 


meant to some- 


50,000 WATTS - HARTFORD, CONN. 


IN SOUTHERN NEW 


FIRST 


@ iN LISTENER POPULARITY BY 2 TO 1 
IN THE 


@ iN NUMBER OF NETWORK ADVERTISERS 
NUMBER OF NATIONAL SPOT 


ENGLAND WTIC RATES 


HARTFORD AREA 


ADVERTISERS 


WTIC 


it 


Piey The Station With the Friendly Audience . 
|The Treveters Broadcasting Service Corporation 


NBC Red Network ond Yankee 


olienee ones Maden 
New York Chicago Detroit Son Francisco 


and modern| 
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At Little Or No Added Cost 


gives you a better home — guards health— saves fuel 


—odds comfort—safeguards your investment 


| 
| 


| 
| 
| 
| 
} 
| 
| 


old plas-| 


imrrovt PRESENT HOMES EASY 


CELOTEX 


WORLD'S LARGEST MANUFACTURER OF STRUCTURAL INSULATION 


Celotex Safety Sealed Construction 


—— 


CELOTEX DIVES INTO FIGHT ON OBSOLESCENCE 
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One of the chief themes to be pursued this year by Celotex Corporation is the 
economy of incorporating latest construction developments into new as well as 


existing homes. 


decoration in a single material.” 
A simple 
plication of Celotex 
given a prominent 
| advertising. 
All 1939 Celotex copy will carry 


insulation 


position in the | 


|a coupon making it easy for the 
potential builder to write for the| 
| company’s check chart and other 
information about the type. of 


structure he is planning. 
pon provides live names for their 
dealers. The company’s persistent 
| direct mail schedule 
important trade factors, under 
| which the minimum mailing is one 


| piece per month. 


The cou- 


| Trade Name Poses Problem 
| Celotex believes it has 
more money for advertising than 
all other manufacturers of rigid in- 
sulation material combined. At the 
same time, it is beginning to won- 
der if it has not made the name so 
well known through this continu- 
ous advertising that Celotex is be- 
coming a synonym for all structu- 
ral insulation. It is making a pro- 
tective gesture against this mis- 
understanding with a footnote in 
its current campaign: 

| “The word Celotex is a brand 
name identifying a group of prod- 
ucts marketed by The Celotex Cor- 
poration and is protected as a trade- 
mark shown elsewhere in this ad- 
vertisement.”’ 

The 1939 campaign is being mer- 
chandised to salesmen and jobbers 
in a series of regional meetings, at 
the end of which LeRoy Staunton, 
advertising manager, believes every 
man connected with the company 
will be ready to cash in on the elab- 
orate advertising drive. 


Announce New Product 


The refrigeration and quick fro- 
zen food fields are also the bene- 
ficiaries of a new product just added 
to the rapidly expanding Celotex 
line—Superlite insulation. Weigh- 
ing less than 7% pounds per cubic | 
| foot, but giving high insulation and | 
sound absorption value, the new 


displays, ice cream cabinets, soda 
fountains and frozen food cabinets. 
To meet the requirements of rail- 
road refrigerator cars and refrig- 


erated trucks, the insulation is 
offered in special form. 

Magazines on the 1939 list in- 
clude American Home, Better 


member of the family has been de- | 
veloped for use in refrigerated food | 


sketch showing the ap- | 
is | Beautiful, 


| Time. 


The drive is the company's biggest promotion effort in ten years. 


Homes & Gardens, Business Week, 
Collier’s, House & Garden, House 
The Parents’ Magazine, 
The Saturday Evening Post and 
The business paper schedule 
is also a heavy one, including color 
and preferred positions in all archi- 
tectural papers; use of all major 
contractors’ papers, several finan- 
cial journals, and many publica- 
tions covering fields which are con- 
sumers of building materials. The 


agency is Hays MacFarland & Co. 
is directed to | 


| ican 
| sories 
spent | 


Issues Annual Directory 
Aero Digest, New York, will issue 
its fifth annual directory of Amer- 
aircraft, engines and acces- 
March 8. The size of the 
issue will be 232 pages, the largest 
of any aeronautical publication. 


To Schwimmer & Scott 
Schwimmer & Scott, Chicago, has 


been appointed to handle all retail 
store advertising in the United 


States for Rudolph Wurlitzer Com- 
pany, Cincinnati. 


Railroad Prepares Movie 


The New Haven Railroad has 
prepared a two-reel movie, “New 
England—Yesterday and Today” to 
induce New York World’s Fair 
visitors to visit New England. 


THRILLS 


| 
| 


If you're looking for a new 
thrill, try a 15-minute ses- 
sion with The Copy Chasers, 
who take advertising copy 
apart every month to see 
what makes it tick for the 
readers of Industrial Mar- 
keting. 

No soft-soap artists, these 
boys. They have ideas and 
ideals, and their comments 
on copy spare no adjectives. 
More than a hundred ads get 
their double-o every month, 
and not too many come 
through unscathed. For a 
sample of the most exciting 
copy criticism you've ever 
seen, drop a note to Indus- 
trial Marketing, 100 E. Ohio 
St., Chicago. 
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To demonstrate the effectiveness of | 
Polaroid day glasses, a new product just 
stroduced, Polaroid Company, Boston, 
has prepared this display which permits 
consumers to see the difference between 
the new lens and ordinary sunglasses. 


ew Orleans Club 
ses Radio in 
onsumer Drive 


New Orleans, March 1.—The Ad- 
ertising Club of New Orleans has 
ided its name to the ranks of ad- 
Bertising clubs active in the con- 
umer education movement through 
cal campaigns stressing advertis- 
igs value to the public. 
The New Orleans program, as 
itlined today by A. J. Jarrall, ad- 
ertising manager of Labiche, Inc., | 
nd club president, involves two 
ries of broadcasts over Station | 
'WL, local CBS outlet. The first | 
f these involves broadcasts of ad- | 
resses delivered at the club’s week- | 
luncheon meetings. Speakers in- | 
lude nationally known as well as | 
Hcal advertising authorities. 
Directed at Housewife 
The second series, broadcast each | 
lesday at 11 a. m., is directed par- 
ilarly at the housewife and will 
iture talks by leading club mem- 
ers on the benefits of advertising. 
The luncheon series was inaugu- 
uted with an address by Earle T. 
bumpous, vice-president in charge 
f sales promotion of the General 
hhoe Corporation, Nashville, Tenn. 
thers whose talks have _ been 
broadcast were Rev. Martin Burke, 
{ Loyola University here; Col. J. 
|. Thompson, publisher of the New 
rleans Item; and Julius Ullman 
{B. Priestly Company, New York. 
mong those scheduled for future 
rograms is A. O. Buckingham, 
‘Cluett, Peabody & Co. 
Similar educational projects 
ponsored by the Advertising Club 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


"HOTO-ENGRAVERS 
IN CHICAGO 


SEEING IS BELIEVING of Boston and the Advertising Club Record Push i in ning Post. Most of these insertions | Mend] to Burnett 


of New York have been reported in | 
recent issues of ADVERTISING AGE. 


will be half pages in two colors, 
and will feature an offer of a server 


Magazines Set for in the new pattern for 25 cents 


Theodore N. Mend] has joined the 
production department of Leo Bur- 
nett Company, Chicago agency, 


: : The magazine copy will bulwark | coming from Brooks and _ Sons, 
Push Book Oneida Tudor Line the radio schedule used by Oneida) printer. ‘as ‘merl ‘har 


He was formerly in charge 


Adds New Features | Oneida. N. Y. March 2.—Tudor|0n Tudor for several seasons. This| of production for Rankin Advertis- 


} 


Sales articles by Bruce Barton, | pjate. the medium grade line man- ™®#5 been a daytime broadcast of | ing Company 
Dale Carnegie, Merle Thorpe and 


Ioooy T r » Ss ‘er Sere- eitndteiiaitiins 
ufactured by Oneida, Ltd., will be Peggy Tudor and the Silver Sere 


others are a new feature of the 1939 nade. . 

|push book just issued by Belnap backed by the largest magazine a a a ar, oe Brager Joins Agency | 

and Thompson, Inc., Chicago. campaign In recent years, company bors. Sulfelo. ie the amency in James Brager, formerly with 
The book illustrates 800 prizes | Officials announced today. “en ae si : ‘ Brown & Tarcher, New York, has 

for salesmen, 90 per cent of which The primary purpose of the drive ‘ ware. joined Hirshon-Garfield, New York, 

| are nationally advertised. will be introduction of the new as production manager. 


—— Tudor pattern, “Fortune,” already Join Chicago Film 


| Artists Seone Booklet received by the trade with consid- J. E. Edmonds has joined Chinaap Liquor to ethan Hoge 


Associated Chicago Artists has 
| published a booklet presenting a 


erable enthusiasm. The magazine | Fijm Laboratory, Chicago. Charles Acker, Merrall & Condit Com- 
schedule includes Good Housekeep- Cromer heads the scenario depart- pany, New York, wines and liquors, 


| cross-section of the work of mem-|ing, McCall's, Modern Magazines, ment and W. Shaughnessy has been has appointed Huber Hoge & Sons 
‘ illustrators and designers. Photoplay and The Saturday Eve- added to the sales staff. as advertising agency. 
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ON BROADWAY—TIMES SQUAR 


‘““FAIR’’ Weather means continually greater circulation in Times Square. During 
the New York World’s Fair 60,000,000 consumers from the four corners of the earth, 
with above average buying power ability, will make it a point to visit the “Great 
White Way,”’ of which they have read and heard so much. You can be there, too, 
making a lasting impression and right away. 


Immediately available and reasonably priced is one of the most outstanding adver- 
tising locations in the world—46th and Broadway. This huge, dominating advertising 
space will face millions of p/us circulation now at no increase in the rate. 


This isn’t all. Not only can you dazzle Broadway’s milling millions at night with 
thousands of ingeniously arranged electric bulbs or neon tubing, but you can also 
achieve daytime sales impressions. A new and the only giant thermometer in Times 
Square can be erected on this display to constantly inform your prospects and cus- 
tomers on their favorite topic—the correct temperature. 


Mark Twain remarked, ‘‘ Everybody talks about the weather but nobody does any- 
thing about it.’”’ But, you can put the weather and this location to work selling 
your product dramatically and quickly. 


The completed electrical display, including the suggested giant thermometer, 
is very reasonably priced. 


ACT NOW! IT ISN’T TOO LATE TO BE ON BROADWAY! 
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ADVERTISING AGE 


March 6, 1939 


Earnings of 
Advertisers 


International Business Machines 

Net profit for the year ended Dec. 
31, 1938, amounted to $8,660,033, 
compared with $8,082,512 in 1937, 
a gain of 7 per cent. Sales in 1938 
totaled $34,717,604, compared with 
sales of $31,787,241 in the previous 
year. This is an increase of 9 per 
cent. 


General Foods Corporation 
Preliminary report shows net in- 
come of $13,577,075, an increase of 


47 per cent over the net income of 
$9,206,295 in 1937. 


Gillette Safety Razor 

Report shows net income of $2,- 
941,980 in 1938, compared with $4,- 
500,160 for the preceding year. 


Radio Corporation of America 
For 1938 net profit was $7,412,072, 

compared with $9,024,858 in the 

previous year. 

American Tobacco Company 
Net income for 1938 was $25,- 

435,642, compared with net income 

of $26,197,493 in 1937. Net sales 


aggregated $253,096,221, against 
$242,644,515 in 1937. 


Scott Paper Company 

Net earnings for 1938 amounted 
to $1,424,951, the largest in the com- 
pany’s history, Thomas B. McCabe, 
president, told stockholders. Net 
sales totaled $16,149,640, an in- 
crease of 16 per cent over sales of 
$13,843,542 in 1937. 


U. S. Playing Card 

Net profit was $927,808 in 1938, 
against $830,614 in 1937, a gain of 
11 per cent. 


Phillips Packing 

Net loss amounted to $176,566 for 
the year ended Dec. 31, 1938, com- 
pared with net loss of $134,670 in 
1937. 


Universal Pictures 

For the fiscal year ended Oct. 29, 
1938, net loss was $591,178, com- 
pared with net loss of $1,084,998 in 
1937. 


American-Hawaiian Steamship 


Preliminary report shows net 
profit of $613,134, compared with 
net loss of $30,501 in 1937. 


Abbott Laboratories 


Consolidated net income was 
$1,648,326 for the 1938 fiscal year, 


compared with net income of $1,- 
612,360 in 1937, an increase of 2.23 
per cent. Net sales were $9,726,952 
in 1938, against $9,509,911 in the 
previous year. 


Mack Trucks 


For the year ended Dec. 31, 1938, 
net loss totaled $929,171, compared 
with net profit of $1,284,691 in 1937. 
Net sales in 1938 were $25,595,925, 
against $34,212,794 in 1937. 


Phoenix Hosiery 

Net profit amounted to $120,175 
for the year ended Dec. 31, 1938, 
against $135,981 in 1937. 


Hupp Motor Car 


For 11 months ended Nov. 30, 
1938, net loss was $1,705,453, com- 
pared with net loss of $1,817,486 in 
1937. 


Briggs & Stratton 


Report for the year ended Dec. 
31, 1938, shows net profit of $642,- 
114, compared with $1,274,400 in 
the preceding year. 


Gerard Added 


Family Circle, New York, has ap- 
pointed Melvin Gerard sales pro- 
motion manager. He was formerly 
promotion manager of The Parents’ 
Magazine and previously with For- 
tune. 
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FULLER & SMITH & ROSS 


WE like to post ourselves at the 
counters where client goods and 
buyer money are changing 
hands. This in-the-harness fact- 
finding sharpens agency perspec- 
tive ... puts the great power of 
first-hand knowledge into adver- 
tising, sales promotion and mer- 
chandising. 

During the last fifteen months 
31 


have gone into the field on point- 


of our account executives 


of-sale investigations, spend- 
ing 474 days and making 3,089 
contacts. In the same period oun 
Marketing 


completed forty-one other mar- 


Research Division 


het study projects. 


NEW YORK 


CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 


Aluminum Seal Co. 


General Stokers, Inc. 


The B. F. Goodrich Co 
—Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 


American Can Company 


American Lumber 
& Treating Co 


The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 
Cleveland Fruit Juice Co. 


The Cleveland Railway 
Company 


The Climalene Compan, 


Commonwealth Shoe 
& Leather Co. 


P. & F. Corbin 
Detroit Steel Products Co 
B. F. Drakenfeld & Co., Inc. 


* Cc 


Emery Industries, Inc. 
Firth Carpet Company 
Fostoria Glass Co. 


Fox Furnace Division 
of American Radiator Co 


Hotels Statler Co., Inc 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co 
Lewis & Conger 
Lincoln Bag Company 
Mark Cross Company 
Alice Marks, Ine. 
Mutschler Brothers Co. 


The National Screw & 
Mig. Co. 


New York University 
The Pennzoil Company 


Presto Recording Corp 


The Standard Register Co 


Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Co. 


The Trundle Engineering Co 
University School 
Vapoo Products Co., Inc 


Virginia Hot Springs Co. 
The Homestead Hotel 


The Ward Products Corp 


Westinghouse Electric 
& Manufacturing Co 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Co. 


Westinghouse Lamp Div. 
Westinghouse X-Ray Co. 
West Penn Power Co 


The WGAR Broadcasting 
Company 


WIR The Goodwill Station 
The Wooster Brush Co. 
The Wooster Rubber Co. 


LEVELAND 


71 Vanderbilt Avenue js 1501 Euclid Avenue 


SIMPLE ARITHMETIC IN PREHISTORIC ERA 


The romance of counting, from the days of early man to the present, forms a 
fascinating keynote for a new magazine campaign started on behalf of the 
Comptometer. 


Informative Copy 
Changes Tempo 


for Comptometer 


Chicago, March 1.—Designed to 
emphasize the company’s position 
as a source of information about ac- 
counting, rather than as a mere 
producer of machines, an “informa- 
tive” campaign in behalf of the 
Felt & Tarrant Manufacturing Com- 
pany broke today in Fortune. 
The manufacturer of Comptometer 
prefers this word to the much over- 
worked “institutional.” 

Bob Riggs, Philadelphia artist, 
launched the informative series 
with a bold picture of the first 
counting machine—the hairy hands 
of a pre-historic man. The copy ex- 
plained that even at the dawn of 
civilization man made a “counting 
machine” of his hand, and that the 
passage of time has seen constant 
progress in methods and machines 
until today we are able “to com- 
pute the mass of the farthest dis- 
tant star and seek new truths 
within the atom’s structure.” 


Series to Continue 


The second informative adver- 
tisement will appear in May, with 
John Vickery, native Australian 


now residing in New York, provid- 
R. J. Koch, 


ing the illustration. 


PATENTED 


a 


COMPTOMETER 


president of Felt & Tarrant, wi 
assist in merchandising the ne 
series, with a letter to busine 
houses which will be accompanie 
by reprints of the first three adver 
tisements. 

Straight selling copy in the 1999 
campaign will be devoted largely 
user stories of the advantages ° 
the Comptometer, the copy appea 
ing in American Business, Busine 
Week, Chain Store Age, Collier 
Forbes’, Nation’s Business, Newsy 
week, Time, and accounting papeg™ 
in the United States, with a con 
siderable additional schedule 
Canada. N. W. Ayer & Son hand: 
the account. 


Bottle Heater Bows 


Fenwal, Inc., has been formed ! 
Ashland, Mass., to market the Fer 
wal electric hot water bottle heate 
a product plugged into a light sock 
and screwed into a hot wat 
bottle for uniform heat. Badger 
Browning, Boston, is the agency. 1 
Legare Fenn is president, and Dom 
inic Chiminello, sales manager. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing-Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 86» 
CHICAGO 
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Promotion 
Review 


The San Francisco Call-Bulletin 
wants advertisers and agency men 
who visit the San Francisco Fair 
to have a souvenir of their visit, 
and to remember the Call-Bulletin 
as “the nugget paper in a golden 
market,” so it will supply them 
with an actual miner’s pan and 
nugget, for use as a desk ash tray. 
The Feb. 15 issue of the paper in- 
cluded a special Golden Gate Inter- 
national Exposition section which 
was mailed to prospects in a gold 
box. 


* % 


Edney Ridge of Station WBIG, 
Greensboro, N. C., is sending out 
membership cards in the Amalga- 
mated Order of the Horse & Buggy 
Protective Association. Its mem- 
bership is not open to any one 
“guilty of possessing or promoting 
a new idea in advertising during 
the past 20 years.” Neither are ad- 
vertisers using WBIG. 

m ™ u 

WBAL gave its news service a big 
lift when it transferred its entire 
news room equipment and person- 
nel to the display window of a big 
Baltimore department store during 
the last week of February. News 
broadcasts were sent out direct 
from the window at half-hourly in- 
tervals. 

* co 28 

George Russell, business manager 
of the Tacoma, Wash., News Trib- 
une, sends us a little 32-page book- 
let with the startling title, “Manu- 
facturing ‘T. N. T.’” which turns 
out to mean, “Making the Tacoma 
News Tribune.” It’s a reprint of 
a series of short, illustrated stories 
explaining the workings of the 
newspaper, which were first printed 
in the News Tribune last December, 
and which were put into booklet 
form as the result of requests from 
readers. 

We like the booklet for several 
reasons. We like the idea of ex- 
plaining the operation of a news- 
paper to readers and advertisers, 
and the short, non-technical and 
easily digested stories, each with a 
simple illustration, do an adequate 
and useful job. Also, the booklet 
evidently was produced at very 
minor cost, its purpose being not so 
much to impress with beautiful ty- 
pography and printing as to inform. 


Opposes Patman Bill 

A resolution opposing the Patman 
anti-chain store bill has been 
adopted by the Advertising Club of 
New Orleans. The resolution calls 
the bill a discriminatory measure 
that would injure farmers by dis- 
rupting their markets, would cause 
dislocation of real estate values 
through forced vacancies of chain 
store units, and would add 1,000,000 
persons to the ranks of the unem- 
ployed. 


Laupheimer to Gibson 


H. Lawrence Laupheimer has 
been appointed sales promotion 
manager of Gibson Distilling Com- 
pany, New York. He was formerly 
with Schenley Distillers Corpora- 
tion in charge of sales promotion 
and advertising in Louisiana, Texas 
ind Arkansas. 


Hotel Names Agency 

Roosevelt Hotel, Pittsburgh, has 
appointed Ketchum, MacLeod & 
Grove, Pittsburgh, to direct adver- 
Using and publicity. Newspapers, 
di irect _ and outdoor posters will 
ve use 


“Hello, George Durham’’ (Morse International) 


Did You say MARKET ? ? 


didn’t 
‘PEORIAREA”™ has a popula- 
tion almost THREE times as 
great as ALL of Wyoming! A 
“cream"’ market, too, including 
the richest county in Illinois. | 
You can cover ““PEORIAREA” 
with ONE station—WMBD. 


Bet you know that 


SMOKING ECONOMY GETS SPOTLIGHT 
NOW YOU CAN AFFORD 


GOOD CIGARS! 


“ELUI 


COUNTRY Lvs 


UNIFORM HIGH QUALITY 


This newspaper copy, appearing in West Coast dailies, is a new bid for cigar 
volume by William H. Snyder & Sons, Windsor, Pa. 


Why we say 


Worth watching, too, are Newsweek’s gains over last year. For January, linage 
was up 71%; for February, it’s up 80% 
are worth watching. So.. 


- 


Edison, 


Company 
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Acushnet Process Company 
Albuquerque Civic Council 
American President Lines 
American Radiator Company 
American Republics Line 
Angostura-Wuppermann Corp. 
Anheuser-Busch, Inc. 
A. P. W. Paper Company 
Armstrong Cork Products Company 
Associated American Artists 
Atchison, Topeka & Santa Fe Inc. 
Railway System 
Atlantic Coast Line Railroad 
Baltimore & Ohio Railroad 
Bankers Trust Company 
Battle Creek Equipment Company 
Black Sign Maple Syrup Company 
Bostitch, Inc. 
B. C. Government Travel Bureau 
Carrier Corp. 
Chase National Bank 
Coca-Cola Company 
Collier, P. F., 
Cortina Academy 
Dick, A. B., Company 
Dodge Division, Chrysler Corp. Mt 
Thomas A., Inc. 
Ediphone Dictating Machine 
Encyclopedia Britannica, Inc. 
Felt & Tarrant Manufacturing 


& Son Corp. 


Firestone Tire & Rubber Company 


Fleischmann Distilling Corp. 
Black & White Scotch Whiskey 


- rrr 


Page Mr. Marshall; 


Features 2 Good 
Cigars for Nickel 


Windsor, Pa., March 1.—Doubling 
the famous appeal issued years ago 
by Vice-President Marshall, William 
H. Snyder & Sons has started an ad- 
vertising campaign on the West | 
Coast to convince smokers that they | 
can now obtain two quality cigars 
for a single nickel. Milton Wein- 
berg Advertising Agency, Los An- 
geles, has been appointed to direct | 
the drive. 

Beginning with Los Angeles news- 


| papers, the effort will be extended | Fifth Aven 


|to other coast dailies during the | 


“Watch Newsweek” 


Mercury 


Guaranty 


York 


Metro-Goldwyn-Mayer Pictures Corp. 
Monsanto Chemical Company 

Moore & McCormack Company, Inc. 
National Distillers Products Corp. 


Old Angus 
Old Taylor 


. Vernon 


Company 


THE 


Ford Motor Company 


Fyr-Fyter Company 
General Motors Sales Corp. 
Cadillac-La Salle Motor Car Div. 
Chevrolet Motor Division 
Oldsmobile Division 
Pontiac Motor Division 
Goodrich, B. F., 
Mechanical Rubber Goods 
Goodyear Tire & Rubber Company, 
Truck Tires 


Company 


Trust Company of New 


Heinz, H. J., Company 
Libbey-Owens-Ford Glass Company 
Linguaphone Institute 

Lockheed Aircraft Corp. 

Lucky Tiger Manufacturing Company 
Merchandisers, Inc. 


Old Grand-Dad 
New England Mutual Life Insurance 


New Jersey Council 

New Mexico State Tourist Bureau 
Onan, D. W., & Sons 

Orange County Chamber of Commerce 


Paterson Parchment Paper Company 


because any magazine that adds 90 names. . 
. to its roster in several months, is well worth watching! 
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SWATCH MEWSWEER™ 


Here’s a group of go national advertisers who joined the trend to Newsweek 
in the last few months. Every one of these 90 companies 1s nationally known 
and important. Together, they make a blue ribbon panel we're proud to present. 
We say 


especially these names . 


. and 


. Strides like these in times like these 
. Watch Newsweek! 


quality appeal of the Country Club 
brand is emphasized throughout. 

The Snyder campaign is at pres- 
ent the only two-for-five cigar pro- 
motion on the coast, according to 
the agency. 


‘Dawson with Daviess 


| William J. Dawson has been ap- 

| pointed sales manager of the newly 
formed case goods division of Da- 
viess County Distilling Company, 

_ Owensboro, Ky. He was formerly 
| advertising manager of Brown-For- 
| man Distillery Company, Louisville. 


Joins Young & Rubicam 


Ruth West, formerly with Saks- 
ue, New York, has joined 
, Young & Rubicam, New York, as 


| next few months. The economy and | copywriter. 


ee ee 
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Pelman Institute of America, Inc. 


Pepsodent Company 


of Tourism 


a oe SF 


Polaroid Company 
Postal Life Insurance Company 
Puerto Rico, Government of, Institute 


Pullman Company 

Putman Candy Company 

Random House, Inc. 

Robinson Manufacturing Company 
St. Petersburg Chamber of Commerce 
San Antonio, City of 

Schenley Products Company 
Schlitz, Joseph, Brewing Company 
Self Study Foundation 

Industries 

South Bend Bait Company 
Southeastern Governors Conference 
Southern Pacific Railroad Company 
State of Tennessee 

Strathmore Paper Company 

Swiss General Consulate 

United Fruit Company 


Universal Camera Corp. 


Veeder-Root, Incorporated 


Vitamins Plus, Inc. 


Warner & Swasey Company 


Western Electric Company 


World Power 
Young, Webb 
Zeus Corp. 


Wiesenfeld Company 
Wise, William H., & Company, Inc. 
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' 
‘ 
‘ 
‘ 
‘ 
‘ 
' 
MAGAZINE OF NEWS SIGNIFICANCE } 
‘ 
' 
‘ 
‘ 
| 
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Warehousemen 
to Continue 
Newspaper Drive 


New Orleans, March 1.—The 
Mayflower Warehousemen’s Asso- 
ciation, which spent $243,000 in its 
1938 newspaper advertising, has 
voted to continue its program dur- 
ing 1939, it was reported here this 
week. Action on plans for 1939 
was taken a 
vention at 

William P. 


t the group’s recent con- 
3iloxi, Miss. 
Spokane, is | 


Shirk, 


chairman of 
mittee. K. K. Meisenbach 
las, has been 
the group. 
More than 


of Dal- 


200 
tives attended the convention. To- 
tal membership is 322. 


“Secrets” Linage 

Secrets magazine, New York, has 
reported that its February issue 
carried 2,980 lines of display copy. 
The 
for inclusion in the 
Feb. 13. 


table published 


MARKET 


U.S.A. 


JUST USE... 


THE 


NASSAU 


REVIEW 
STAR 


The paper of “A” Market U.S. A. 


Standard Rate and Data Listing: 
O flices: 


vecutive 


Iree port. 


Ilempstead Lynbrook 
Rockville Centre, N. Y. 


the advertising com- | G P l 
elected president of etting ersona 
a 


warehousemen, | 
transit and storage company execu- | 


figures were received too late | 


aI See by the papers . 
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Terry Mitchell, a.m., Frick Company, and prexy of Mason Dixon 
Industrial Advertisers, dropped in on the latest TPA meeting in New 
York to say howdy to fellow NIAA members... 

Bill Maillfort, of the radio dept. of the Compton agency, 
crashed the Feb. 27 Life. He is the gent pictured on Page 49 giving 
his fiancee a goodbye kiss as she embarks on the vacation cruise 
which was the subject of the magazine’s feature... 

New head of the Jackson, Mich., Lincoln Republican Club is Don 
M. Mackie, a.m., Commonwealth & Southern Corporation. . . R. (Tiny) 
Davison, a.m., New Jersey Zinc Company, distinguished in any 
gathering of admen by his generous physical proportions, is a student 
of history in his spare time... 

On the coldest day in the history of Birmingham, Ala., A. E. Jos- 
celyn and Paul Wilson, New York and Chicago s.m.’s of the CBS Radio 
Sales division, staged a golf 
match with Thad Holt and H. H. 
Holtshauser, v.p. and s.m., WAPI. 
The Radio Sales duo won, 1 
UD. « 
Joseph V. Connolly, g.m., 
Hearst Newspapers, heads the 
publishers’ section of the Cardi- 
nal’s Committee of the Laity. . 
Kenneth Collins, now a New 
York Times executive, will ad- 
dress the Floor Coverings Ad 
Club March 28. . . 

R. D. Keim, v.p., E. R. 
Squibb & Sons, will be toast- 
master at the 14th annual ban- 
quet of the Drug, Chemical and 
Allied Trades Section of the N. 
Y. Board of Trade March 9. Roy 
W. Moore, pres., Canada Dry 
Ginger Ale, will be one of the 
speakers. . . 

Shifting from Young & Ru- 
bicam to Compton, where he be- 
comes a v.p. April 15, enables 
Trell Yocum to get away on a 
southern cruise before assuming 
his new duties. . . A. W. Lewin, 
head of the Newark agency, has 
been elected to the Broad Street 
Assn., a civic group. . . 

A. O. Buckingham, y.p. in 
charge of advertising, Cluett, 
Peabody & Co., donned the pro- 
fessorial toga to tell University 
of Pittsburgh retail students all 
about how Arrow shirts are 
made, advertised, and sold. 

Walter S. Fogg, industrial 
advertising counselor, is an ama- 
teur prestidigitator, as well as 
an officer of Eastern Industrial Advertisers, Philadelphia chapter of 
NIAA. Fogg was recently re-elected head of Philadelphia Assembly No. 
4 of Society of American Magicians. 

. H. K. Dugdale, v.p., Van Sant, Dugdale & Co., Baltimore agency, 
is nursing an injured leg... A. R. Clapham, v.p., Johnson & John- 
son, is on a Caribbean cruise. . . William S. Hedges, v. p., NBC, has 


CAMERA DOESN'T LIE 


Sherman J. Sexton, 
Sexton & Co., 
a fishing cruise in the Bahamas with con- 
vincing pictorial evidence of his success. 
A coat of tan also came back north to 


president of John 
Chicago, returned from 


speak eloquently of the ‘Fisherman's 


Paradise.” 


returned from his Miami sojourn. . . 
Harold Clark, s.p.m., and William Rapp, editor, of True Story, 
have returned from a week's trip to the Laurentian Mountains, where 


they combined business conferences with skiing. . . 

Howard W. Rose, space buyer for the Buchen Company, Chicago 
advertising agency, is enjoying a honeymoon in Florida with the for- 
mer Helen Parliman. The wedding took place Feb. 18... Harry Hurl- 
but, Chicago manager of McCall’s, is vacationing in Arizona. . . 

Fred C. McKittrick, publisher of McKittrick Directory of Adver- 
tisers, New York, and Mrs. McKittrick are spending this month in 
Florida. . . W. Frank McClure, executive v.p. of Critchfield & Co., 
Chicago, was tendered a testimonial dinner last week by the New 
Trier Sunday Evening Club. He was its founder and is now presi- 
dent. . . 

Frank Huntress, publisher of the San 
was given a luncheon by the San Antonio Rotary Club on his birth- 
day, Feb. 24. He almost missed the luncheon, arriving there ten min- 
utes before it was over. . 

Howard A. Medholdt, account executive of Aitkin-Kynett, 
delphia, is working on a new advertising textbook. . 
Benjamin, promotion and public relations executive of Prentice-Hall, 
New York, has found expression for two of his hobbies. 
has printed his article on stained glass art in its March issue, 
his book on tramp steamer travel has also been published. . . 

Edward Stiner, New England manager of Good ‘Housekeeping, 
will be honored by the Hearst organization in recognition of his 25 
years of service for the publication. He retired March 1.. . 

Jay C. Barnes, New Orleans Public Service a.m., will head the 
drive tor $550,000 to increase the capacity of the New Orleans Sugar 
Bowl to 70,000 before the date of the 1940 New Year's Day football 
classic rolls around... . 

James G. Stahlman, Nashville Banner publisher and ANPA head, 
was Nashville’s “Man of the Year” in 1938. He was cited by the city’s 
Kiwanis Club for his work in the interest of a joint university library 
campaign, his fight for freedom of the press and his efforts in the 
development of newsprint manufacture through use of southern 
pine 


Antonio Express and News, 


while 


Dick Lochridge, of Lord & Thomas, Los Angeles, will be married 
to Elizabeth Ann Keeler March 18. . . David Jarrett, manager of the 
Poster Advertising Company, Rockford, Ill., and Dorothy Federman 
were married Feb. 15 and are honeymooning in the South. . . 
Mark L. Haas, of Detroit, art editor of The American Boy, 
one of the winners of a $100 prize in the recent $250,000 movie 
auiz contest His essay covered “Boys Town.” Mr. Haas, inciden- 
tally, makes a hobby of entering contests accumulated a fail 
record for coming in a winner. 
LeRoy Staunton, advertising 
Chicago, is recuperating from 
publisher of the Times, Pekin, Ill., is far ahead of the 
teur movie maker, having made sequences in color 
globe. He thrilled the recent convention of the Inland 
Association in Chicago with realistic scenes in Europe 


Was 


and has 


manager of 
an operation 


the Celotex Corpora- 
tion, 


average 


Daily 


Powel Hopeful for 


Something ‘New’ 


in Advertising 


New York, Feb. 28.—Something 
startlingly new is needed to “lift 
advertising out its present bog of 
mire,’ in the opinion of Harford 
Powel. No basic change in media 
is foreseen by Mr. Powel, but some 
more effective way of using pres- 
ent media. 

Speaking before the Association 
of Advertising Men here, Mr. Powel 
offered evidence to support his 


| podermic. 
| which have been forced to discon- 
| tinue or merge, and the number of 


Phila- 
. Robert Spiers 


Avocations 


_ F. F. McNaughton, 
ama- 
in all parts of the 
Press 


claim that advertising needs a hy- 
He cited the magazines 


| former leaders of the profession 
| who have left the business. Mr. 
Powel, who is now with the Insti- 
| tute of Public Relations, was him- 
self in the agency business for many 
years. 


Idea for New Upsurge 


The speaker expressed complete 
confidence that somebody would 
come along with an idea which 
would result in “the next great up- 
surge in advertising.” Some man 
of strongly marked originality will 
be the leader, he said. 

To prove his contention that ad- 
vertising is in the doldrums, he 
passed around copies of two leading 
magazines of ten years ago and cur- 
rent issues of the same publications. 
In both cases, the size of the book 
and the number of advertisers was 
sharply reduced. Mr. Powel as- 
serted that only part of the decline 
could be attributed to the inroads 
of radio. 

The most remarkable advertise- 
ment of 1938, in Mr. Powel’s opin- 
ion, was the statement of policy by 
the Great Atlantic & Pacific Tea 
|'Company in which the position of 
|A & P’s owners as to threatened 
| anti-chain legislation was stated in 
| paid newspaper space. 

The bombshell which will push 
advertising upward may be some- 
| thing like the copy which appeared 

in Collier’s in 1903 announcing the 
| formation of the Ford Motor Com- 
| pany, Mr. Powel said. This insti- 
| tutional insertion, together with the 
| advent of color, set an entirely new 
style, he asserted. 


Ad Newsmen Form Club 
The Advertising News Writers 
Club has been formed in New 
York by staff members of news- 
papers and advertising papers. Wil- 


liam J. Enright, Times, has been 
elected president; Lawrence M. 
| Hughes, Sun, vice-president; and 


David A. Munro, Space and Time, 
secretary and treasurer. Plans are 
being made for presentation of an 
advertising “gridiron” show in 
June. 


Clarke’s Rye to rem 


Clarke’s Pure Rye, Inc., Dundalk. 
Md., has appointed Krem, Inc., New 
York, to handle advertising in 

|eastern states for Clarke’s whisky. 
| Newspapers, business papers and 
| direct mail will be used. 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 


Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 
220 East 42nd Street 
NEW YORK, N. Y. 
| BOSTON CHICAGO CLEVELAND 
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New ‘England 
Seeks to Better 
Competitive Status 


Manufacturers Plan Ex- 
tensive Use of Depre- 
ciation Reserves 


Boston, March 2.—The determi- 
nation of New England manufactur- 
ers to step out and battle more 
aggressively for a share of the na- 
tion’s business was dramatically 


emphasized this week in a tabula-| - 


tion of results from a survey con- 
ducted by the New England Coun- 
cil. 

More than half of the industrial 
companies participating in the study 
declared they intend to use all of 
their 1938 depreciation reserves 
during the current year to hold or 
improve their competitive positions. 
About 25 per cent of the companies 
declared they would use 50 per cent 
of their reserves for the same pur- 
pose. 

Thirty per cent of the manufac- 
turers stated that plans for spend- 
ng on modernization programs 
have been made and 16 per cent 
aid that activity in this direction 
may be expected to get under way 
hortly. 

The survey encompassed 11 clas- 
sified industries of New England 
varying from textiles to printing 
and granite. 

Metal Field Most Active 


Tabulation of replies shows that 
the holding and improving of com- 
petitive positions will be most ac- 
tive in the fields of metal products 
and machinery. In the metal prod- 
ucts division, out of a total of 37 
companies 19 said they plan to 
spend 100 per cent of their reserves 
for this purpose, while 18 com- 
panies from a group of 26 in the 
machinery field signified a similar 
intention. 

Eight out of ten printing firms 
and seven out of nine woolen com- 
indicated they would 
use all reserves to improve or hold 
competitive positions. 

The food field led the entire sur- 
vey in the matter of modernization 
programs with 54 per cent plan- 


} ning to spend and 19 per cent defi- 
} nitely committed to go ahead with 


uch plans. 

In the modernization spending 
group the textile field was close ito 
the food industry with printing, 
metal products, and shoes also high 
in the ranking. 

Of all the companies questioned 
73 per cent believed that present 


| production costs are high, with cur- 


rent wage rates and taxes the two 
chief reasons given. 


Excelsior Budget Up 


Excelsior Accordions, Inc., New 
York, has increased its advertising 
schedule in newspapers and maga- 
zines this year. Reiss Advertising 
Agency, New York is in charge. 


MEW LIVE 
1939 EDITION— 


Will be ready for distri- 
bution early in April. 


The 24th annual issue of the 
Product Edition of the Stan- 
dard Advertising Register, 
completely revised since Jan- 
uary, contains detailed data 
on 12,000 national and sec- 
tional advertisers. It lists un- 
der each advertiser the key 
executives, their advertising 
agencies, types of media used. 
distribution of 
products and 
other important 
data for solicit- 
ing and sales 
promotion. 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W.42nd St. 333 .N. Michigan Ave. 
New York Chicago 


bet 


Earle r reeman 
Leaves Kellogg; 
Leininger Named 


(Picture on Page 35) 

Battle Creek, Mich., March 2.— 
Following the resignation of Earle 
J. Freeman, vice-president in charge 
of merchandising and field promo- 
tion, the Kellogg Company today 
announced the appointment of W. 
H. Leininger as sales promotion 
manager. 

Mr. Leininger joined the company 
on Jan. 1. He came from Bendix 
Home Appliances, where he served 
as advertising manager. He was 
formerly vice-president of United 
States Advertising Corporation. 


Asseris Dasiness, 
Not Politics, 
Developed U.S. A. 


New York, March 1.—Advancing 


Mr. Freeman spent almost 24 
years with the Kellogg Company, 
during 13 of which he served as ad- 
vertising manager. He assumed that 
post in 1925 and held it until early 
in 1938, when he was shifted to the 
broader field. He was elected to the 


is the only effective weapon with 
which to combat the demagog who 
seeks to stigmatize legitimate busi- 
|ness success as a social crime.” Al- 
though progressive American busi- 
ness leaders have sold their mer- 
chandise and services successfully, 


board of directors in May, 1932, and|the thesis that “business, not poli- |the message concludes, the job that 
a year later was made a vice-presi-|tics, developed America,” the New |remains to be done is to sell an un- 
dent. York World-Telegram this week {derstanding and appreciation of the 


put into circulation a succinct re- 
view of the economic vicissitudes 
through which the nation has 
passed during the past seven years 
and stressed the path that must be 
trod “in the revitalizing and perpet- 
uation of our democratic form of 


part business has played in the es- 
tablishment of the world’s highest 
living standard. 


Sports Show to LaBrun 


Advertising for the 1939 Phila- 
delphia Motorboat and Sportsmen’s 


“Companion” Starts 
New Campaign 

A new series of advertisements, 
explaining how 1,500 reader-editors 
are used to reflect the views of typ- 
ical housewives, has been released 


by Woman’s Home Companion. government.” ‘ Show will be handled this year by 
The campaign will run in a list}, Issued in attractively printed |Thomas J. LaBrun, Inc., Philadel- 
of business papers. McCann-Erick-|>rochure form, the newspaper’s|phia. Newspapers and posters will 


son is the agency. presentation asserts that “the press/|be used. 


M 
N 
O 


* Millions 


send them over KFI. 


station-—KFl 


is an Ad Man, right up on his toes; 
Fairs build up business, A surely knows 


A 
B is the Baffler now facing A 
C 
D 


Means a vast throng soon will be there. 7 
is the Duty that A has in C 
To join in the Gold Rush, now stopped by B. 
E __ is the Ease with which B is corrected 
Once the whole picture is really inspected. 
F is the Fair to which they'll all come 
Bringing their dollars to make business hum. 
G _ is the Gold which they'll spend while in C 
H__ is the Harness A needs to right B. 
| is the Idol among stations in C 
J is the Joy that with A soon will be 


K is for Keeno—-which means KFI ; 
The station they hear, whose products they buy. 


Lis the Lucre which A makes with E 


is the Message K brings to the throng 
To help A's cash-register sing a sales song. 


is the network NBC red— 


Q _ is the question, formerly B 


of people will 
year to visit Treasure Island and to wend their way 
Southward to the mecca of motion pictures. 
in Southern California they will hear the Nation's 
most popular programs over the NBC outlet, KFI 
They will hear the programs they hear back home, 
they will buy the products suggested, they will be 
particularly susceptible to the buying impulse you 
Reach this plus circulation of 
the Third Major Market over the Southland’s favorite 


bond, ©. Grthonys. Ine 


KFi* LOS ANGELES « KECA 


EDWARD PETRY & CO. * National Sales Representative 
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Through K, the | of all Southern C. 


Whose great shows on K are constantly fed. 


is Opportunity which A found in K 
is the Power which helped pave the way. 


Which A found answered in K, I of C. 

R__ is the Rush of new business A found 
Through K whose story in C is quite sound. 
S is Success with two vertical lines 
That A got in C where the sun always shines. 


T _ is for Titan that A has become 
With E through K which made B a big bum 


U _ is the Union of power, programs, people 
Which puts K at the top of the radio steeple 


V is its Voice, vast and preferred 
W is the Welcome with which it is heard. 
X marks the spot where A conquered B 
is the Yoeman way K works in 
Z_ is the Zenith of O you can buy 
In C and its F through THE V . . 


trek Westward this 


. KF. 


The fest [og id 


KtaN 


While 


san BEQwaROINO 


THE STATE 


BivEeesioe 


KF 


NBC RED NETWORK 
50,000 WATTS 640 KC 


* 
The State of KFl 1: Composed of 
The Nine Southern Colilorma Countres 
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Radio Censorship 
Issue Flares Up 
in Controversy 


(Continued from Page 1) 


man and Commissioner T. A. M. 
Craven. 

Mr. McNinch asserted that the 
'stories to which he took exception 
“are partly explained by the incite- 
ment of gratuitous, alarmist state- 
ments” by his fellow commissioner, 
|who filed a minority report with the 
FCC on the subject of complaint 
handling. 

“The simple fact is that the Com- 
|mission adopted a report clarifying 
and formalizing the staff procedure 
for handling informal complaints 
land presenting them to the Com- 
mission,” Mr. McNinch said. “The 
report also lists the types of pro- 
grams regarding which complaints 
week are received by the Commis- are frequently made. No important 
; change is made in the procedure for 
sion. Only 10 per cent of the com-j|,. ; Py ae , 
laints were said to be sufficiently | ®2ndling them which has been in 
P ; . .” leffect recently. That is made clear 
well founded to warrant some in-| Cig : 
vestigation. |by a release and by the full text of 

|both reports, all promptly given 
MecNinch Speaks Up fullest publicity by the Commission. 
Publication of the early report re- 


garding the FCC attitude toward 
advertising drew a blistering retort 
from Mr. McNinch. He declared the 
stories “thoroughly misrepresent” 


offered any indication that these al- 
leged abuses were either prevalent 
or alarming. In fact, the commit- 
tee classified 60 per cent of the com- 
plaints received by the FCC as 
“frivolous.” In all, the committee 
added, about 50 letter complaints a 


| 
| 
Calls Procedure Fair 

“The report makes it plain that 
60 per cent of the complaint letters 
handled by the Law Department 
the Commission’s action on program |are ‘frivolous,’ and about 30 per 
complaint procedure. He also took|cent non-informative or non-speci- 
occasion to bring out into the open|fic. Provision is made for staff in- 
the internal dissension that has| vestigation of the remaining 10 per 
plagued the FCC for some time and/cent without the making of ‘unrea- 
which has been epitomized by per-|sonable demands’ upon stations. The 
sistent bickering between the chair-| report also pointed out that stations 


@ 
SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 


in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline . . . at a sacri- 
fice of quality .. . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone—Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
504 SHERMAN STREET © CHICAGO © WABASH 7820 


-ision could he refer to? 


DAY AND NIGHT SERVICE 


| 
would not be subjected to the dis- | 
advantage of temporary license, as 
a general policy, pending investiga- | 
tion of complaints. | 


Denies Censorship Aims 


“Nowhere is there any color of | 
the Commission’s ‘widening its field | 
of censorship.’ It is baldly untrue | 
that ‘Commissioner Craven refused 
to sign the report and submitted a 
minority report charging that the | 
procedure recommended would in- | 
vade freedom of speech.’ The minor- | 
ity report which he made all by) 
himself says in its very opening | 
sentence, ‘I agree in principle with | 
the majority report of the Com-| 
plaint Committee insofar as it goes | 


“It is true that Commissioner | 
Craven goes much further—miles 
further than was asked or expected | 
in the Commission's direction to the | 
committee, which was ‘recommend- | 
ing procedure to be followed in the | 
handling of informal complaints | | o> 
against radio broadcast stations.’ Aig ST _~ 
The Commission recognized this | CONVENIENT] Sq 
overstepping Monday in adopting 
the report of Commissioners Sykes 
and Payne instead of Commissioner 
Craven’s report. No one voted for 
Commissioner Craven’s report but 
himself. 

“Commissioner Craven has much 
to say of the dangers of censorship. 
What if any actions of the Commis- 
In the only 
two cases which have even been 
conspicuously attacked on this al- 
leged ground—Mae West and ‘Be- 
yond the Horizon’—Commissioner | 
Craven was a party to the actions. | 

“Commissioner Craven says in| 
thousands of words that he favors | 
avoidance of censorship, free speech, | 
due regard for the authority of | 
other federal agencies, full discus- | 
sion of political questions, and 
privately owned and competitive | To Appear Monthly 
broadcasting. Who doesn’t? A com- Your Personality Magazine, New 
mittee report to his associates| york, launched as a quarterly in 
on ‘procedure’—not on policies, is| January, will be published monthly 
hardly an appropriate setting for a/| starting with the April issue. 
stump speech and flag waving. And | ae 
such treatment is highly unjust to| To Beaumont & Hohman 
the other six commissioners.” | Electric Vacuum Cleaner Com- 


KNOW 


Keak knkkaenake 


|cleaners, has named Beaumont & 
Hohman, Cleveland, to handle its 
account. 


Broadcasters Act 
to Study Curb 


UTILITY MAKES DEBUT AS STOKER PROMOTER 


One of the 52 full page newspaper insertions that marked recent entry of Kansas 
City Power & Light Company in the automatic coal stoker field. 


| pany, Cleveland, maker of Premier | 


— 


bAFE 


= ON YOUR ELECTRIC SERVICE BILL 


$5 DOWN Small Moathty May ments x 
~ tee Nene Ce Pas a Pare F 
. Sno Gb Pee — 


MPUMINOUS COAT UTHIZA TION COMMITTEE 
foe KANSAS MENS ANT) ORE ARMER Pert bits 


CART, BRAD DONG. RANSAS OFPY Me 


| Wilson Promoted 


| Burton C. Wilson has been ap- 


|pointed sales manager of National 


{ 


Electric Display. Division of Walker | 
| & Co., Detroit. He has been in the 
division for the past six years. 


Wabash to Gardner 

Effective April 1, advertising of 
|Wabash Railway Company, St 
| Louis, will be handled by Gardner 
| Advertising Company, St. Louis. 


on Commercials 


(Continued from Page 1) 
The executive boards of both groups 
have approved the plans to date. 
The project will be essentially edu- 
cational. An attempt will be made 
to stimulate listener interest by em- 
phasizing the wide variety of pro- 
grams available and hint at the ad- 
visability of installing two radios} 
in every home. By strong listener 
|support, the campaign will point 
| out, the American system of broad- = 
|casting through private ownership 
j}can be perpetuated and expanded. 


Lackens Heads 


Industrial Group’s 
Ad Budget Study 


Chicago, March 3.—-Frederic I. 
|Lackens, advertising manager, Hays 
|Corporation, Michigan City, Ind., 
| has been appointed chairman of a 
|}committee of the Engineering Ad- 
vertisers Association which will 
handle the annual survey of indus- 
trial advertising budgets for the Na- 
tional Industrial Advertisers 
ciation. 

The committee is formulating a 
questionnaire which will be sent to 
all industrial advertisers throughout 
| the country to determine the per- 
|centage of their sales which is spent 
\for sales promotion and advertising 
land how it is apportioned for vari- 


Asso- 


ous media. Another part of the Frank D 
|study will be devoted to the cost of ‘ 
| sales. 


The survey is one of many simi- | 
lar activities of the NIAA and pro- | 
'vides the only comprehensive data 
available on and advertising 
costs for industrial goods a 


sales 


Agency for Wright 


ANNOUNCEMENT 


Effective March 1, 1939 


THE BRANHAM COMPANY 


will assume 
National Representation 


of 


The BROOKLYN EAGLE 


President and Publisher 


' 


| 


| 


2 


Schroth, 


J. A. Wright & Co., Keene, N. H., 
manufacturer of Silver Cream, has 
placed its advertising account with 
James Thomas Chirurg Company, 
Boston — 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 
$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


“Positions Wanted,” 
30 cents a line, 


| 


| 


| 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terms 


™% in., $2.75; 1 to 3 in., 


POSITIONS WANTED 


POSITIONS WANTED 


THE C-MAN AND THE SALARY CUT 
rhe time has come—” the V. P. said, 
ind stroked his sad mustache. 
{ seems we're running in the red, 
And must do something rash.” 


The copy-man threw back his head 
And cried, “A salary slash? 

Ah, no—not me! I quit, instead!" 
And slammed the door, cr-rash! 


His present job will keep him fed 
\ month. (If he eats hash.) 

Hut after that he'll have to head 
For sixty weekly, cash. 


Some assets are: A level head; 
An idea-brain;—But dash 

Him off a line and say you read 
This “poem.” (lambic trash!) 


And you'll receive a book—not red, 

But blue—that, in a flash, 

Will tell you how he got ahead 

And why he'll make you cash. 

v. 0. Drawer 711, Evanston, Ill. 
Vublicity: 7 years public rel, and 
promotion exp.—3 in large agency, 
i in nat’l trade ass’n, M, 8S. in Jour., 
Northwestern. Metro newsp. exp. Age 
4, married. 

Box 1677, ADVERTISING AGE, Chgo. 


Stenographer—12 years experience, 
cluding advertising. $20-25. Grace- 


land 4407, Chicago. PPE Pee 
ART AND PRODUCTION EXECUTIVE 
AVAILABLE—Twenty years agency, 
mail order and direct mail experience 
with nationally known organizations. 


High creative layout ability. Know 
what art in all its modern variations, 
trends and applications to advertis- 


Practical knowl- 
all mechanical processes. Inten- 
and merchandising back- 
re Splendid personality with 
enviable record of accomplishments. 
Gilt edge credentials. Married. Mod- 
erate salary. Locate anywhere. 
i. J. M., 2211 Ohio Building, Toledo, 


Ohic 


ing of today means, 


edge 


Hard-working daily newspaper edi- 
tor, reporter, advertising man; 8 
years’ experience; graduate of noted 
idivertising school. Well grounded in 
opy, layout, production and speed 
nder pressure. Wants chance to 
prove ability in small agency, manu- 
turing plant or retail store. Mar- 
f 26, have car. Inquiries wel- 
ed 
Box 1675, ADVERTISING AGE, Chgo. 
Clerk, Typist, Interviewer, Allocator, 
handle volume detail work; 6 years 
advertising agency; 5 years pro- 
isional city employee; familiar 
dard Rate and Data; salary 
dar 


Rox 1674, ADVERTISING AGE, N. Y 


Stn sec- 


Dreher Adds. Soneen 


Charles T. Jensen, Jr., formerly 
associate art director of Pictorial 
Review, and previously with Bat- 
ten, Barton, Durstine & Osborn, and 
Calkins & Holden, New York, has 
been appointed art director of Mon- 
roe F. Dreher, Inc., New York. 


Edwards Resigns 


Joe W. Edwards has resigned as 
commercial sales manager of the 
Texas State Network, Fort Worth, 
effective March 15. Previously, he 
was account executive of Tracy- 
Locke-Dawson. 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 


from $3.50. 
¢ 


HOTEL 


_ PENNSYLVANIA Ave. at iathS:.NW 


_ WASHINGTON, D. c. 
C. C. Schiffeler, General Manager 


t 


Movie stars thrive on fan mail 
—so do publishers, in form of adver- 
tising, subscriptions, editorial enthusi- 
asm. Young man, 37—versatile writer. 
experienced editorial, circulation, ad- 
vertising promotion—wants job as- 
sisting Chicago publisher. Know 
production; make layouts; write ad 
copy, Can save you money, and help 
increase your “fan mail.” Phone: 
Palisade 0445, Chicago. 


MANUPFACTURER-AGENCY- 
RADIO STATION 
Sales-——Advertising Executive— 
who really knows how to build cam- 
paigns. Train salesmen—increase 
dealer efforts—capitalize national ad- 
vertising dollar—sell jobbers and 

dealers and keep them sold. 
Box 1676, ADVERTISING AGE, Chgo. 


HELP WANTED 


Alert syndicate salesman for exclu- 
sive, money-making territory. Con- 
stant promotion backs you up, fur- 
nishes you live leads. Beckman & 
Beerbohm, Ine., 2011 Park Ave., De- 
troit, Mich. 


REPRESENTATIVES AVAILABLE 


AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or Wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


MISCELLANEOUS - 
MAKE EVERY DIRECT-MAIL 
dollar count for two, by using new- 
est Photo-Offset process; reproduces 
anything that can be printed! 
NO TYPESETTING and ENGRAVING 
EXPENSE!! 


Ideal process for reproducing all 
types of direct-mail literature, in- 
struction sheets, house organs, sales- 


men's manuals, portfolios, charts, ete. 
Short runs without penalty. 
500 COPIES (8%"x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for quantity buyers 
All sizes supplied. Send for free 
informative Manual. 
Laurel Process, 480 Canal St., N. ¥. C. 
For a trained representative in New 
York and the Metropolitan Area, just 
phone WAlker 5-0526. No obligation. 


YOU CAN USE THEM TOO! 


Your business needs these wonderful 
business builders. Let us show you 
how other firms are using PHOTO 


AD-CARDS to their advantage. 
GRAPHIC ARTS PHOTO SERVICE 
Third & Market, Hamilton, Ohio 


F TC Frowns on 
‘Perfect Physique 


in Seven Days’ 


Washington, D. C., March 2.— 
While the Federal Trade Commis- 
sion found no fault with the appel- 
lation of “America’s most perfectly 
developed man,” applied to Charles 
Atlas by the New York corporation 
of that name, it did insist, in an 
order issued today, that Charles At- 
las, Ltd., cease to represent that the 
male public at large could achieve 
the same bulging muscles boasted 
by Atlas in a mere seven days. The 
Commission went further and ad- 
monished the company to avoid set- 
ting any specified time in which the 
aspirant to an Atlas-like appear- 
ance could win it. 

The FTC order said that the cor- 
respondence courses offered by the 
company may be generally benefi- 
cial to users, but will not accom- 
plish the results claimed, such as 
curing, relieving or benefiting con- 
stipation and skin ailments. It also 
advised Charles Atlas, Ltd., to cease 
advertising the regular price as a 
special one. 


Miller Named 


A. T. Miller has been appointed 
sales promotion manager of Gen- 


eral Outdoor Advertising Company, 
New York. George Vesley has been | 
named sales director of the Omaha | 
territory. 


Maurer Changes 


Herman H. Maurer, for the past | 
nine years with N. W. Ayer & Son, | 
Philadelphia, has joined the produc- 
tion department of McKee & All- 
bright, Philadelphia. 


3. Fy ont 


on Scrip System 
in Food Field 


Chicago, March 2.—Establishment 
of fair standards for operation of 
the proposed scrip plan in the food 
field will be the major problem fac- 
ing the National Food and Grocery 
Conference Committee when it 
meets in Washington March 13. 
This meeting is a postponement of 
one originally scheduled for New 
York Feb. 27. 

The chief objective of the plan is 
a fair and equitable distribution of 
surplus commodities in the food 
field to certain low income classes at 
half the usual price. This group 
may include only those on relief, or 
it may include others as well. The 
reduction is to be accomplished 
through issuance of scrip certificates 
which will be valid for half the reg- 
ular price of food products. 


Recipients to Be Studied 


Accepting this scrip, grocers will 
be able to redeem it later at face 
value from the government. The 
proposed plan represents an alter- 
native to the suggestion recently 
made by Secretary of Agriculture 
Wallace that food surpluses be 
made available to low income 


classes through a federal commis- 
sary. 

A major problem is the classifica- 
tion of those who will be entitled 
to receive and use the scrip. This 
classification may be made by is- 
suing it to all whose annual in- 
comes are below $1,000, regardless 
of the section in which they live. 
Or, this income level may be varied 
according to wage and living condi- 
tions in various sections of the 
country. If the latter course is fol- 
lowed, there will naturally be some 
question over establishment of these 
varying levels. 


COTTON SURPLUS MAY 
BE SENATE PROBLEM 


Washington, March 1.—Possibility 
that the 11 million bales of govern- 
ment-held loan cotton may be used 
for manufacture of cotton goods for 
free distribution to the needy 
through the WPA and other relief 
agencies has aroused considerable 
comment from cotton goods manu- 
facturers. This controversy is ex- 
pected to be the subject of Senate 
discussion in the very near future, 
it was learned this week, the prob- 
lem being distribution of the sur- 
plus without drastic injury to regu- 
lar cotton goods prices. 

During recent hearings before the 
Senate Agriculture and Forestry 
Committee on a bill by Chairman 


Smith, providing for the gradual re- 
lease of the government-held cotton 
surplus to farmers at a repossession 
price of three cents per pound in 
lieu of new acreage cultivation, Sen- 
ator Connally of Texas asked favor- 
able consideration of his bill, S. 11’9, 
which would turn over 1,600,000 
able consideration of his bill, S. 1139, 
Progress Administration to be “used 
for the manufacture by such Ad- 
ministration of mattresses and othe: 
articles which shall be distributed 
to families on relief and to other 
needy persons, without cost to them, 
through the Federal Surplus Com- 
modities Corporation or such other 
agency as the Works Progress Ad- 
ministrator may designate.” 

Senator Connally urged last week 
that the WPA either make use of 
already existing mattress manufac- 
turing plants, or if such are not 
available, to set up its own manu- 
facturing establishments. If the 
mattress manufacturing was suc- 
cessful he would expand the free 
distribution of cotton goods to 
denims, sheets, pillow cases, print 
cloth and other necessities. He 
would authorize the government to 
spend up to $1 per mattress to cover 
the manufacturing cost. 

Senator Norris of Nebraska 
heartily concurred in the Connally 
proposal and urged that the com- 
mittee act on the bill this week. 


The 


hospital market. 


editorial features that have 


New and Exciting 
from Front to Back... 


With its March issue, HOSPITAL MANAGEMENT will appear in a new 
type dress, new cover, new make-up, and a new conception of how to 
build editorial material of vital interest to hospital executives and 


administrators in the exciting, fast-moving atmosphere of 1939, 


made 


will be retained and improved ... but in addition there will be more 


news, more practical material, more emphasis on buying problems. 


The book will be saddle-stitched, to make every word on every 
page easily visible ... editorial and advertising pages will be three 
columns instead of two... and there will be new and lower advertising 
rates ... a combination that makes HOSPITAL MANAGEMENT, now more 


than ever before, the outstanding sales influence in the billion-dollar 


If you want to sell to hospitals, get the whole story of HOSPITAL 
MANAGEMENT—its influence, its economy, its effectiveness. A note on 


your business letterhead will bring full details. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 


HOSPITAL MANAGEMENT 


indispensable for practical hospital executives for more than 20 years 


330 W. 42nd St., New York 
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WILL GO BY GREYHOUND 


The 


Mail Coupon to Neorest of these Greyhound Offices Saad Get Your Copy of Bright Pictorial World's Foi 
pre . 6 tere an SRare bow arn ee “ J h- rowe & me Tore City ‘Wows? 


ee, 4 ‘i 
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Full pages in color in a long list of national magazines will exhort travelers to 
board Greyhound air conditioned buses for comfortable, scenic and economical 


trips to the nation's two fairs. 


The layout shown here will appear just before 
the opening of the New York attraction. 


Seven to Kendall 

J. A. Kendall, Los Angeles, has 
been appointed Western advertising 
representative for the following 
publications: American Carpet & 
Upholstery Journal, American Cot- 
ton Grower, B’nai B’rith Messenger, 
California Dairyman, Paper Mill & 
Wood Pulp News, Post’s Paper Mill 
Directory, and Western Hardware. 


“Hello, Ray Strickler’ (Ruthrauff & Ryan) 


ay MARKET ? 


Yep. Vermont’s O.K. Got 
259,000 population. BUT... 
did you know that WMBD 
alone covers the “PEORI- 
AREA” that has 605,646 pop- 
ulation? And the second richest 
county in the U. S. in value 
of Cereal Crops! 


Free & Poters, 0" 
ne. « 


st. 
Net’l F /M/B\D 
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FLICKER, PUBLISHER 
OF DAILIES, DEAD 

Bridgeport, Conn., March 1.—Ed- 
ward Flicker, 69, for many years 
publisher of the Bridgeport Post, 
Telegram and Sunday Post, died at 
his home here today. 

Before coming here in 1919, Mr. 
Flicker was an executive of the 
Cincinnati Enquirer. 


FITZGERALD DEAD 

Fort Worth, Tex., Feb. 28.— 
Funeral services were held here re- 
cently for G. E. Fitzgerald, 54, sales- 
man for North Texas Advertising 
Company. He had formerly been 
with United Advertising Corpora- 
tion of Texas. 


Cosby to KXOK 


C. G. Cosby, formerly general 


manager of KWK, St. Louis, has 
joined the commercial staff of 
KXOK, St. Louis Star-Times sta- 
tion. 


To A MIDNIGHT-OIL BURNING 
Arecount Executive 


Atty, When the candle of inspiration starts 

S 0 = to flicker and it looks as though THE 

Z || S campaign of the year will never get 

7 whipped into shape—knock off and 

| come to The Shelton. Enjoy the 

| pool, the gym, the library or relax in 

‘| the solarium. No extra charge for 

A | these club comforts. Stay overnight 


office refreshed. 
advertising man’s world. 


in a restful room and go back to the 
The Shelton is in the center of the 


Rates —Single $2.50 to $5.00 
Double $4.50 to $10.00 


Special Weekly and Monthly Rates 


SHELTON HOTEL 


——— 


LEXINGTON AVENUE AT 49th STREET - NEW YORK 


Markets 


(Copyright, 1939, by Advertising Publications, Inc.) 


Based on total retail advertising volume in all newspapers in each city. 


a 


Index of Retail Activity in 79 Important 


+20 


Week-by-wee 
variation 
Total varia 


a ae 


year to date 


*New York Americar 
tBrooklyn Times-Union discontir 
§SJournal and Sunday 
*Daily Ledger discontinued 
**News-Times discontinued Dee, 2 


ttMilwaukee News discontinued J 


Gardner Joins 
“National Sportsman” 


Raymond E. Gardner has joined 
|National Sportsman and Hunting & 
|Fishing, Boston, as promotion man- 
ager He served as a 


June 2 


member 
of the promotion department of | } 


nued 
23, 1937. 
8, 1938. 

an. 14, 1939 


ithe M. L. 


{Akron Times-Press discontinued Aug. 28, 1938. 
discontinued June 24, 
June 8, 
American discontinued 


1937. 
1937. 


June &, 


ey 


Annenberg Publications, 
New York, and previously was with 


the Providence Journal-Bulletin ip 
jthe same capacity. 


LAST ~~. 
YEAR — a — 
- 5 AZa—— 
- 10 
- 15 
e 14 be 21 2.,ti‘ *; ul . 18 «eee 4 " 18 25, na 
JANUARY FEBRUARY MARCH APRIL 
% Gain % Gain 
&-Week &8-Week 8-Week or Loss’ or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Feb. 27, 1937 Feb. 26,1938 Feb. 25, 1939 1937 1938 Feb. 26,1938 Feb. 25,1939 Loss 
oo) i: are 2,288,471 1,800,274 1,369,133 —40.2 —23.9 235,442 206,007 —12.5 
MICOGCRR, PR. 2c cccserss 999,641 743,645 755,895 —24.4 +1.6 91,518 100,919 +10.3 
pT Se: cea 2,085,776 2,150,554 2,330,972 +11.8 + 8.4 295,218 309,204 + 4.7 
Mmeitimere, BEG. ...2000% 3,049,170 2,953,059 2,793,356 —8.4 —5.4 382,393 377,858 —1,2 
Birmingham, Ala. ..... 1,754,298 1,736,980 1,759,226 + 0.3 +1.3 246,778 241,234 —2.3 
ROO MEY scccesicsn 2,856,524 2,710,644 2,752,881 —3.6 +1.6 275,482 282,423 +2.5 
Bridgeport, Conn. ..... 1,304,380 1,297,044 1,306,312 +0.1 +0.7 140,644 158,312 +126 
SE Die. Be bees dens’ 2,302,314 2,278,402 1,915,452 —16.8 —15.9 299,992 245,700 —18§.1 
CONGO, Tes Be se ccesic 597,286 544,303 509,235 —14.8 —6.5 80,206 63,883 20.4 
Cedar Rapids, Ia. af 663,838 630,672 666,554 +0.6 + 5.7 100,226 97,580 2.7 
Charleston, W. Va. .... 1,350,363 1,521,395 1,413,839 +4.7 —7F.1 162,834 178,570 +97 
Chattanooga, Tenn. 871,449 841,951 1,025,584 +17.7 +21.8 134,473 151,368 + 12.6 
a ee eee ere 4,519,922 4,320,923 3,873,891 —14.3 ——10.4 578,240 495,339 —14 
CAMCINMRLE, OD. .ccccses 2,238,047 2,144,716 2,140,298 —4.4 —0.2 261,603 256,139 —2.1 
See, GE, bc rcoceues 2,856,743 2,795,652 2,418,735 —15.3 —13.5 363,292 325,865 -10.3 
Columbus, O. ..ccsccce 1,929,966 1,786,755 1,847,335 —4.3 +3.4 237,160 237,068 ; 
oo Th ae a 2,993,009 3,046,709 2,994,681 + 0.1 -1.7 412,528 422,661 2 
BPA VONDOFE, TMs 2.0 ccees 1,213,330 1,308,940 1,187,024 2.2 —9.3 184,408 171,010 —T 
OE: ee 1,995,476 1,868,880 1,788,180 —10.4 —4.3 227,388 230,928 +1.6 
BOnVGr, COO, «.sccsce 1,347,275 1,275,399 1,280,316 -4.9 +-0.4 163,247 155,413 —4.8 
Des Moines, Ia. ...... 921,257 906,571 909,575 “1.3 +03 105,731 119,802 + 13.3 
Detroit, Mich. ........ 3,103,068 2,648,110 2,709,660 —12.7 +2.3 323,958 374,213 +15, 
me WO BOs we vesoess 1,472,559 1,474,455 1,415,288 —3.9 —4.0 185,500 207,018 +11. 
4) Seer ee eer 1,172,730 1,240,592 1,296,666 +10.6 + 4.5 183,400 200,830 +9, 
Fall River, Mass. 490,129 443,552 453,398 —7.5 +-2.2 51,732 56,813 +- 9.8 
Pmt, BEICM, seces ee 1,062,166 1,053,990 1,149,000 -8.2 + 9.0 124,880 141,582 +134 
Fort Wayne, Ind. ..... 1,532,153 1,406,986 1,392,979 -9,1 —1.0 162,316 175,609 +. §.9 
es Ms dsetvniecves 992,746 769,056 731,793 —26.3 —4.9 107,927 102,414 —),.1 
Grand Rapids, Mich. .. 1,444,086 1,239,396 1,207,928 —16.4 2.5 158,690 151,242 —4,7 
Greenville, 8. C. ...... 885,687 852,048 860,389 —2.9 +0.9 118,608 111,801 —5,7 
FROUStON, TOE. .ecccces 2,134,790 2,248,364 2,234,026 + 4.6 —O0.6 405,356 282,898 —30.2 
Indianapolis, Ind. ..... 2,423,540 2,251,044 2,113,578 —12.8 —6.1 262,514 278,712 + 6.2 
Jacksonville, Fla. .... 1,284,402 1,162,975 1,214,374 5.5 + 4.4 159,544 146,230 —8.4 
Jersey City, N. Jd. «cee 325,797 284,207 286,038 9.1 +0.6 33,114 40,569 +22 
Kansas City, Kans 83.691 378,910 367,038 4.4 —3.1 42,861 42,651 0 
Knoxville, Tenn. ...... 1,292,830 1,434,398 1,422,244 + 10.0 0.9 177,954 183,568 3.3 
Little Rock, Ark. 1,282,872 1,313,718 1,235,402 -3.7 —5.9 169,974 162,428 4.4 
Los Angeles, Cal. $3,559,116 3,354,154 3,605,179 +1.5 4.0 433,433 459,019 +5.9 
Louisville, Ky. 1,708,608 2,002,863 1,864,336 + 9.1 —6.9 255,145 234,775 8.¢ 
Lynn, Mass. ..... 1,350,356 1,160,264 1,128,542 —16.4 —2.7 135,128 137,354 1 
Manchester, N. H. es 464,906 503,740 531,802 + 14.4 + 5.6 49,340 69,972 +- 41.8 
Memphis, Tenn, ... 1,502,328 1,534,694 1,546,286 +2.9 + O.8 180,768 229,894 + 27.2 
ttMilwaukee, Wis. . ; 2,366,011 2,062,094 2,049,967 —13.4 0.6 259,519 248,634 4.2 
Minneapolis, Minn. 2,128,187 1,868,650 1,858,018 -12.7 0.6 229,516 208,797 9A 
New Bedford, Mass 474,754 463,918 426,398 —10.2 —8.1 51,744 46,634 -9.9 
New Haven, Conn. ; 1,317,652 1,277,374 1,279,152 -2.9 + 0.1 158,816 151,144 —- 4,8 
New Orleans, La. .. 2,956,715 2,602,831 2,726,538 —7.8 + 4.8 300,875 249,616 —17.f 
tNew York, N. Y. . 9,497,571 8,806,061 8,327,030 —12.5 —5.4 1,020,637 1,002,197 1.5 
tBrooklyn, N. Y. . 1,010,943 740,822 615,747 —39.1 —16.9 93,093 61,304 —34.2 
Norfolk, Va. ..... 1,343,202 1,269,296 1,307,278 -2.7 +-3.0 175,280 167,860 4.2 
Oakland, Cal. "Pres 997,167 1,053,622 1,141,485 $14.5 +8.3 121,180 146,373 0.8 
Oklahoma City, Okla 1,601,362 1,670,466 1,573,782 1.7 -5.8 237,622 32,834 2.4 
yy ee ae 1,558,182 1,436,773 1,468,595 5.8 +-2.2 159,128 173,562 9.1 
Philadelphia, Pa 4,398,537 3,968,108 3,931,108 —10.6 —0.9 529,468 532,271 +0 
Phoenix, Ariz. 1,074,136 1,180,928 1,103,200 +2.7 —6.6 144,886 136,276 5.9 
Pittsburgh, Pa. ~ 3,047,740 3,066,042 2,801,563 —21.0 —3.6 400,456 382,172 4. 
Portland, Ore. .... 1,683,868 1,557,668 1,786,568 +6.1 +14.7 222,054 278,180 425 
Reading, Pa. ...... 1,412,488 1,339,691 1,335,729 —i.4 0.3 154,507 158,256 2. 
Richmond, Va. .... 1,713,096 1,652,322 1,790,012 + 4.5 + 8.3 202,930 196,308 —3 
§$Rochester, N. Y. 2,692,944 2,076,090 2,124,391 —21.1 2.3 253,450 289,816 +144 
Rock Island-Moline ... 1,137,794 1,196,734 1,068,676 —6.1 10.7 153,174 140,000 -8.6 
Sacramento, Cal. 1,201,816 1,144,906 4.7 +11.8 130,900 141,946 +84 
San Antonio, Tex. 903,868 933,071 3.2 11.4 99,102 118,501 1%.t 
San Diego, Cal. sae 2,143,344 1,833,652 -14.5 1.8 202,230 202,664 “ 
San Francisco, Cal. 2,215,806 2,451,78 +-10.6 9.6 272,660 275,252 0 
Seattle, Wash. ..... 1,412,678 1,432,224 +1.4 + 17.1 145,698 164,864 +13 
**South Bend, Ind. 1,324,119 782,050 33.4 24.9 111,803 95,964 14.2 
Spokane, Wash. 1,045,758 1,020,838 2.4 5.3 132,566 134,400 +14 
St. Louis, Mo, ...... 2,732,110 2,498,165 —8.6 1.9 394,365 381,045 4 
St. Paul. Minn. ... 1,709,012 1,651,466 1,385,215 —18.9 16.1 216,355 169,217 —21 
Syracuse, N. Y. ... 1,580,854 1,401,703 1,490,377 —5.7 +6.3 182,846 205,002 +12 
*Tacoma, Wash. 922,718 821,044 828,856 —10.2 +0.9 93,114 90,790 2 
Tampa, Fila. ..... 868,686 871,388 948,262 +9.2 8.8 119,476 110,558 —_—' 
Toronto, Ont., Can. ,.135,283 2,602,614 2,481,037 —20.9 -4.7 333,672 327,113 l 
:1,; A fe 562,674 493,766 527,606 —6.2 + 6.9 63,196 74,802 +18.4 
Tulsa, Okla, : 1,276,856 1,304,052 1,270,962 —0.5 -2.5 145,096 154,066 + 6.5 
Washington, D. C. 149,246 4,674,954 4,875,816 5.3 + 4.3 614,968 561,899 §.0 
Worcester, Mass 1,510,083 1,541,531 1,407,725 ~§.8 8.7 116,714 166,474 + 42.0 
Youngstown, O. ... ‘ 1,249,348 1,103,805 991,283 20.7 10.2 139,923 124,484 —11.! 
Total ea oeecece - 143,863,703 135,031,999 132,823,487 —7.7 -1.6 17,083,964 16,919,050 14 
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Ancient Consumer 


Guest Star for 
G-E X-Ray Exhibit 


Chicago, March 1.—Plans to un- 
mask a consumer of 2,800 years 
ago for the edification of both ad- 
vertising experts and the general 
public at the New York World’s 
Fair were revealed here today by 
George E. Simons, advertising and 
sales promotion manager of the 
General Electric X-Ray Corpora- 
tion. 

Mr. Simons said that he had 
“signed” Harwa, a former Egyptian 
agricultural expert and late of the 
Field Museum here, to appear as 
guest star at the company’s exhibit 
at the fair. Harwa, who has had 
consistently steady booking as a 
museum attraction, will submit 
himself in the flesh to the critical 
scrutiny of all comers via a spe- 
cially designed fluoroscopic device. 

By pressing of a single button, 
the exhibit is changed from a spe- 
cially lighted display of this genu- 
ine mummy with its ornate coffin- 
lid standing nearby to a fluoro- 
scopic image of a skeleton which 
has been hidden for nearly 3,000 
years. 

Floodlighted in a golden amber 
glow, the mummy is displayed 
against a background of black ve- 
lour. To the right of the large 
plate glass window through which 
he may be observed is a small red 
light locating the button for op- 
eration of the display. The button 
energizes a mechanism which shifts 
a full length fluoroscopic screen 
into position in front of the mum- 
my, dims the lights and turns on 
the X-ray machine which creates 
the full length image of the mum- 
my’s interior on the viewing screen. 
Although Harwa lived in an era 
before informative coffin labeling 
came into vogue, scientists have 
been able to learn that he was 
Overseer of the Magazine, or stor- 
age houses, on the great farming 
estates of Amon, chief god of the 
empire. It is probable that he had 
charge of granaries, fruits and vege- 
tables and had an army of slaves 
and subordinates under his control. 
Life insurance experts will be in- 
terested to learn that he was prob- 
ably but 40 years of age at the time 
his death. 

Other G-E displays in this exhibit 
will include a demonstration of the 
alue of its X-ray equipment in 
X-ray therapy, analysis of both 
food and industrial products, and a 
continuous motion picture study of 
electricity in medicine. 


“Photo Review” to Bow 


Photo Review, a new camera 
magazine, will make its appearance 
on April 1 with its May issue. Mar- 
garet G. Kenney has been appointed 
editor, Charles H. Desgrey, formerly 
president-treasurer of Physical Cul- 
ture Publishing Company, is adver- 
tising director, and H. G. Kier is in 
charge of promotion. Publication of- 
fices are at 570 Seventh avenue, 
New York. 


Form Reiter-Spadea Co. 
Reiter-Spadea Company, radio 
epresentative, has been organized 
by Virgil Reiter, Jr., and Joseph R. 
Spadea in the Wrigley Bldg., Chi- 
cago. Mr. Spadea will be located 
n New York. 


In Metropolitan New York 
96°%, coverage of package stores 
76°, coverage of bars & grills 


(including hotels) 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 wj|] be used. 


‘HARWA DOESN'T BLUSH» 


GOOD THING 


Permitting the layman to gaze at a bonafide mummy in all its unwrapped naked- 
ness, General Electric will afford New York fair visitors plenty of excitement with 
this ated display. 


luster Ad Clubs 
in First Joint 
Meeting on Coast 


Los Angeles, March 1.—The op- 
portunities ahead for young people 
in advertising occupied the atten- 


‘Auxillin i in « tee ies 


magazines and _ business 
Campbell - Sanford 


Pennsylvania Chemical Company, 
Orange, N. J., maker of auxillin, 
has released a spring campaign in 
papers. 
Advertising 
Company, Cleveland, is in charge. 


Consumer Group 
Rebukes N. Y. Fair 
and Resigns 


New York, March 2.--Complain- 
ing that it had been accorded no op- 
portunity to protect interests of 
consumers in planning of exhibits at 
the New York World’s Fair, with 
special reference to the reliability of 
information to be imparted, the ad- 
visory committee on consumer in- 
terests this week handed its resig- 
nation to Grover Whalen, president 
of the fair corporation. 

The committee consisted of 21 
consumer experts and many gov- 
ernment officials. 

“We are forced to the conclusion,” 
said the letter of resignation, “that 
the purpose of the committee as you 
see it is solely to advertise the Fair 
to consumers and others, and to 
promote the commercial interests of 
persons enjoying the confidence of 
the corporation.” 


Advice Not Sought 


It added that the committee had 
been led to believe, in accepting the 
appointment, that its advice and as- 
sistance would be heavily relied on 
in formulating a program of con- 
sumer interest and help, and in out- 
lining rules for the general guidance 


of all exhibitors. This has proved 
far from the actuality, the lette: 
said. 

Ruth W. Ayres has been acting 
secretary of the committee, and the 
list of members included Emily 
Newell Blair, former chairman, 
Consumers Advisory Board; Alice 
Edwards, chairman, standards com- 
mittee, American Home Economics 
Association; Day Monroe, Bureau of 
Home Economics, Department of 
Agriculture; Ruth O’Brien, division 
of textiles and clothing, Bureau of 
Home Economics, Department of 
Agriculture; J. P. Warbasse, presi- 
dent, Cooperative League of U. S.; 
Faith Williams, chief, cost of living 
division, Bureau of Labor Statistics, 
Department of Labor; and Paul M. 
Williams, senior marketing special- 
ist, Bureau of Agricultural Eco- 
nomics, Department of Agriculture 


Neckwear to Croydon 


Croydon Advertising Agency, 
New York, has been appointed ad- 
vertising agency for Climax Neck- 
wear Company, New York. Saul 
Kampf is account executive. 


WKBO Joins NBC 


Station WKBO, Harrisburg, has 
become the 170th affiliate of the Na- 
tional Broadcasting Company. The 
station will be an optional outlet 
for both the Red and Blue networks. 


tion of more than 300 members of 
the Junior Pacific Advertising Clubs 
Association, who met here last 
weekend for their first annual con- 
vention. 

John Benson, president, American 
Association of Advertising Agen- 
cies, was the keynote’ speaker, 
stressing the need for an analytical 
mind as the basic pre-requisite for 
advertising success. Dr. W. Ballen- 
tine Henley, University of Southern 
California, called attention to the 
importance of participation in club 
activities as a medium for develop- 
ing self-expression. 

Delegates represented the adver- 
tising fraternities of Gamma Alpha 
Chi, Chi Alpha Sigma, Alpha 
Delta Sigma and junior advertising 
clubs from San Diego, Long Beach, 
Santa Barbara, Los Angeles, River- 
side, Pomona, Berkeley, and San 
Francisco. 


‘New Suburban Paper 


Harold Forbes, formerly publish- 
er of North Shore Journal, Flush- 
ing, L. I., has started publication of 
Nassau Daily Journal with head- 
quarters in Hempstead, L. I. The 
paper will be issued six days a 
week. 


Campaign for Sal-Vet 


Agrarian Distributing Company, 
Cleveland, is using farm, poultry, 
dairy and feed publications for 
Sal-Vet, stock food. Campbell-San- 
ford Advertising Company, Cleve- 
land, is the agency. 


Named Business Head 


Ted H. Townsend, in charge of 
editorial work for the Dairymen’s 
League, New York, has been named 
business manager of Dairymen’s 
League News, handling circulation 
and advertising. 


Roberts Joins “Observer” 


John Roberts, Jr., formerly in the 
advertising department of the News, 
Charlotte, N. C., has been named 
advertising manager of Observer, 
Fayetteville, N. C. 


Oldbru to Bass-Luckoff 


Detroit Brewing Company has 
appointed Bass-Luckoff, Detroit, to 
direct the advertising of Oldbru 
beer. Newspapers, radio and posters 


—if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters puli—how they are cutting down selling costs 
DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


MONOCHROME REPRODUCTIONS 
FROM POLYCHROME COPIES... 
POLYCHROME REPRODUCTIONS 
FROM MONOCHROME COPIES 


In other words we will make black and white repro- 
ductions from any copy be it an oil painting, water 
color drawing or any other colored copy as well as 
blueprints or other similar copy. 


We will also make two, three or four color repro- 
ductions from any black and white copy with suit- 
able color scheme furnished, as well as from Koda- 
chromes and colored copies of any kind. 


No subject is too difficult to reproduce. 


barnes- Croshy Comp: any 
PHOTO ENGRAVING 


ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE. 
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TRIBUNE ADVERTISERS 
GET ANOTHER SLICE OF 
CHICAGO BUYING POWER 
AT NO INCREASE IN COST 


3 5 consecutive 


ins i ibune Total 

thly gains in Tri 
Net Paid Daily Circulation a 
Same Month in Previous Year! 


22,000 GAIN March, 1936 
44,000 GAIN April, 1936 
18,000 GAIN May, 1936 
32,000 GAIN June, 1936 
35,000 GAIN July, 1936 
35,000 GAIN August, 1936 
7,000 GAIN Sept., 1936 
8,000 GAIN Oct., 1936 
24,000 GAIN Nov., 1936 
13,000 GAIN Dec., 1936 
24,000 GAIN Jan., 1937 
25,000 GAIN Feb., 1937 
20,000 GAIN March, 1937 
10,000 GAIN April, 1937 
37,000 GAIN May, 1937 
42,000 GAIN June, 1937 
39,000 GAIN July, 1937 
32,000 GAIN August, 1937 
34,000 GAIN Sept., 1937 
40,000 GAIN Oct., 1937 
28,000 GAIN Nov., 1937 
37,000 GAIN Dec., 1937 
32,000 GAIN Jan., 1938 
39,000 GAIN Feb., 1938 
39,000 GAIN March, 1938 
30,000 GAIN April, 1938 
16,000 GAIN May, 1938 
10,000 GAIN June, 1938 
13,000 GAIN July, 1938 
13,000 GAIN August, 1938 
47,000 GAIN Sept., 1938 
44,000 GAIN Oct., 1938 
46,000 GAIN Nov., 1938 
36,000 GAIN Dec., 1938 
50,000 GAIN Jan., 1939 
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Air Phote of Albany, New York 


—and you'd stil] need 15,000 more fami 


daily marhet since 


January, 1938! « , 
Hew MANY Cases of breakfast food... j 
t 


- Jars ¢ 
ace cream ., 


- Automobiles , . 
- or whatever jt js you sell . , 
capital of New York state? 
Figure it up 
15,000 families 
to the Chicago 
last vear, 

An attractiy 
slice of Chicag 
ment of the hy 
total daily 
9OO OOO net | 


This is a new high water mark for any month on 
record. It represents a £4in of 50,000 over January, 
1938... 50,000 additional families who ar 
looking to the Tribune for news 
and buying ideas 

Fach January 
daily circulation } 
in the | 


and then consider th 
Short of equaling 
Tribune's daily m 


at Albany j 
the 50,000 adder 
arket since January 
€ market for 


any product, 
© buying 


Power ts only 
ge market represented 
circulation 
aid, 


this new 
a small seg- 
by Tribune 


In January more 


than 


Cc now 
; entertainment 
for six Consecutive vears ’ 
las topped the total for the 
revious year , 
amounts to more th 


Tribune 
‘month 
- rolling up a gain which 
4n 150,000 since January, 1933, 


This contin demonstration of 


uing 
the Tribune's 


‘ retrigerators 
. do vou sel] in the 


bune’s 
* * 


if With more than 


©ago and suburbs, 
as many families 
Papers combined. It js the 
IS read by a majority of 
politan Chicago. 

No matter wh 
When you build 


around the Tr 
ch 


725,000 circul 
the Tribune 
aS any two o 


ation right in Chi- 
reaches Practically 
ther Chicago news. 
only newspaper which 
all the familie 


Ss 


1 


SIN metro- 


at you sell or to whom you sell... 
your Chicago advertising program 
ibune, you reach more potential pur- 


asers of your prox han you can with any 


luct t 
other medium. 


You use a medium whos 
builder has been 


manufacturers Vear 


e ability 
recognized by 
after 


as a business 
retailers and 


year as far back as the 
records Lo. 
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COMPETITIVE COPY LAUNCHES CONTROVERSY 


TASTE THE DIFFERENCE... ITS CHLOR-THYMOL IN ACTION / 
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Unique Ford safety drive. (Story on Page 22.) 


YOUTHFUL APPETITE SEEMS SATISFIED 
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This Pepsodent advertisement started the fireworks between the copy censorship W. H. Leininger, who has been ap- 

committee representing 19 magazine publishers and Lord & Thomas, Pepsodent pointed sales promotion manager of 

agency. The statement, ‘No other leading brand can truthfully match this,” Kellogg Company, Battle Creek, Mich. Langendorf United Bakeries, San Francisco, features this new 24-sheet poster. 
eo was the point at issue. (Story on Page 8.) (Story on Page 29.) Continental Lithograph Company produced the job. 


IRWIN D. WOLF AWARD WINNERS FOR DISTINCTIVE MERIT IN PACKAGING 
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‘mong the winners of the Irwin D. Wolf Awards for distinctive merit Freres, Inc.; (3) Calvert Old Drum shipping container and display; Balsa Wood entered by E. |. du Pont de Nemours: (8) Stanley Tool 
peckaging ere: (1) Lever Bros. floor displey entered by Hinde & (4) Quality Wine bottle entered by Owens-illinois Glass; (5) National counter display: (9) Jergens’ Woodbury box; (10) Holsum package of 
‘sch Paper Company; (2) Sea Water toiletries entered by Marton Brands Sales coffee bag; (6) Belmont packages of Butler Bros.; (7) Papendick Bakery Company, and (1!) du Pont Orel can. 
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One of Arizona’s oldest industries is livestock. Roaming the high moun- 
tains and sunny valleys are cattle, sheep and hogs valued at almost 
$33,000,000. All year long prime stock is cut from the herds and sent 
to Phoenix to fatten and sell. And for twelve months the rich returns 
from Phoenix’ meat industry and wool operations add to the wealth of 
this gold nugget of western markets. Yes, Phoenix corrals a state market 
producing great spendable wealth. It earmarks, too, the potent fact that 


if you want to make sales, advertise where sales are being made! 


“Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 


Representatives — The KATZ AGENCY — New York, Detrort, 
BOB HALL. National Advertising Manager P 
| By ida a. Chicago, Atlanta, Philadelphia, Kansas City, Dalla, 
atives—Willians, Lawrence & Cresmer Co. New York, Chicago, Detroit, Los Angeles, San Francis ‘ 


WALTER BIDDICK CO. Los Angeles, San Francisco Seattle 
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